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The focus of this Bachelor's thesis is on profiling the clientele of Helsinki ScubaTravel. The 
objectives of the study were to create Helsinki ScubaTravel’s customer profile and, with the 
help of the customer profile and the results of the study, to provide tools with which a more 
efficient marketing plan can be created in the case company. 
 
The theoretical framework of the study discusses the most important tools of marketing, such 
as the marketing mix, branding, internal marketing and marketing trends. The case company 
and the ScubaTravel chain the case company is a part of, and Professional Association of Div-
ing Intsructors, the parent organization of the ScubaTravel chain, are elaborated discussed as 
well. The theoretical section is based on different works from several experts in the field of 
marketing as well as a structured quantitative interview of a diving professional and the Man-
ager of Helsinki ScubaTravel. 
 
The research made use of a quantitative research method and the data was gathered from 
existing materials of student record files at Helsinki ScubaTravel. The research involved all 
the diving course customers at Helsinki ScubaTravel between years 2005 and 2013, which to-
taled 1783 customers. A questionnaire was created with an online survey program called Sur-
veyPal, after which the data was entered to the program one customer at a time with the 
help of a research assistant. The results were then analyzed in SurveyPal with the help of fil-
ters in the program. 
 
The research results indicate that the average customer of Helsinki ScubaTravel is a 21-40 
years of age male who lives in the Helsinki metropolitan area and has medium income be-
tween 2001 and 4000 Euros. He is most likely to sign up for PADI Open Water Diver-course and 
finish the course abroad and not return to Helsinki ScubaTravel or dive in Finland. The most 
valuable marketing improvement suggestions, derived from the results of the research, are 
linked to the fact that most customers at Helsinki ScubaTravel are not returning customers. 
To create long term customerships, it is suggested by the author invoking to the results that 
more effort and emphasis is required to be put into creating a brand that appeals to the de-
sired customer segments, internal marketing, personal selling as well as customer satisfaction 
and loyalty research. 
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Tämä opinnäytetyö keskittyy Helsingin Sukelluskeskuksen asiakkaiden profiloimiseen. Työn 
keskeisimmät tavoitteet olivat selvittää kohdeyrityksen asiakasprofiili ja asiakasprofiilin, sekä 
tutkimuksen tulosten pohjalta antaa kohdeyritykselle tarvittavat työkalut markkinoinnin ke-
hittämistä varten. 
 
Opinnäytetyön teoreettinen osuus koostuu markkinoinnin tärkeimpien työkalujen esittelystä. 
Näitä työkaluja ovat markkinointimix, sisäinen markkinointi, tuotemerkin rakentaminen sekä 
markkinoinnin trendit. Markkinoinnin lisäksi esitellään Helsingin Sukelluskeskus ja Sukellus-
keskus-ketju, sekä PADI, joka on Helsingin Sukelluskeskuksen kattojärjestö. Työn teoreettinen 
osuus perustuu useiden eri markkinoinnin ammattilaisten teoksiin, sekä laitesukelluksen am-
mattilaisen ja Helsingin Sukelluskeskuksen johtajan strukturoituun kvantitatiiviseen haastat-
teluun. 
 
Tutkimusosiossa esitetyt tulokset selvitettiin kvantitatiivisen tutkimuksen avulla, jossa käytet-
tiin hyväksi valmista aineistoa. Aineisto koostuu Helsingin Sukelluskeskuksen sukelluskurs-
siasiakkaiden oppilaskansioista. Tutkimuksen otantaan kuuluu kaikki sukelluskurssiasiakkaat 
Helsingin Sukelluskeskuksen perustamisvuodesta 2005 aina vuoden 2013 loppuun asti. Tutkit-
tavia asiakkaita oli yhteensä 1783. Asiakkaiden tiedot syötettiin Internet-selaimessa toimivan 
tutkimusohjelman Survey Palin avulla luotuun kyselylomakkeeseen tutkimusassistenttia hyö-
dyntäen. Tulokset analysoitiin Survey Palin suodattimien avulla. 
 
Opinnäytetyön tutkimukset osoittivat, että Helsingin Sukelluskeskuksen asiakas on profiilil-
taan 21–40-vuotias keskipalkkainen pääkaupunkiseudulla asuva mieshenkilö. Hän aloittaa mitä 
suurimmalla todennäköisyydellä laitesukelluksen peruskurssin eli PADI Open Water Diver -
kurssin ja suorittaa sen loppuun ulkomailla. Hän ei palaa Helsingin Sukelluskeskukseen suorit-
tamaan toista kurssia eikä aio sukeltaa Suomessa. Työn tulosten perusteella kehitetyt tär-
keimmät markkinoinnin kehittämisehdotukset liittyvät siihen, että suurin osa Helsingin Sukel-
luskeskuksen kurssiasiakkaista ei ole palaavia asiakkaita. Pitkäaikaisten asiakassuhteiden luo-
miseksi olisi tärkeää panostaa asiakassegmenttiin vetoavan brändin kehittämiseen, sisäiseen 
markkinointiin, henkilökohtaiseen myyntiin, sekä asiakasuskollisuustutkimukseen. 
 
 
Asiasanat: markkinointi, laitesukellus, asiakasprofiili, sukelluskeskus, markkinoinnin kehittä-
minen
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 1 Introduction
 
The aim of this Bachelor’s thesis is to create a customer profile for Helsinki ScubaTravel (Hel-
singin Sukelluskeskus) and to find ways to improve Helsinki ScubaTravel’s marketing with the 
help of the customer profile. The customer profile will provide an answer to the question, 
who are Helsinki ScubaTravel’s customers and how should they be marketed to? The customer 
profile will be created, using quantitative research method, from existing data of student 
record files. As there is no data of customers who have bought products or services other than 
diving courses, they will be excluded from the research. 
 
The first chapters of the present thesis discuss marketing in general and after that the re-
search follows with a more in-depth explanation to how it was conducted, as well as the re-
sults, conclusions, improvement suggestions and an evaluation of the thesis process. Business-
to-business marketing is not discussed in this thesis to keep the topic outlined. Several differ-
ent references are used for this thesis, namely literary, electronic as well as unpublished, of 
which one is an interview of a dive professional and the Manager of Helsinki ScubaTravel, Ti-
ina Puhakainen. The references used were in two different languages, Finnish and English, for 
which translations are provided in the thesis. 
 
Being a dive professional, PADI Assistant Instructor, having worked at different dive centers 
and been diving for several years now, the author has seen many different types of dive cen-
ters and as many different ways to run a dive center. The experience gained and the observa-
tions made during the diving career play a large role in this thesis. 
 
1.1 Helsinki ScubaTravel and the ScubaTravel chain 
 
Helsinki ScubaTravel is a PADI 5 Star Instructor Development Center and a part of the 
ScubaTravel chain, which consists of six dive centers. In addition to Helsinki, ScubaTravel 
centers are located in Tampere, Jyväskylä, Pori, Kuopio and Oulu. ScubaTravel centers are 
rather small businesses, especially in the number of employees. In total, the ScubaTravel 
chain occupies only approximately ten to fifteen fulltime people. However, the amount of 
fulltime employees is not the total amount the chain occupies. For example, the dive center 
in Helsinki is run by one fulltime employee only, but the dive courses are conducted by 
almost 20 Divemasters and Scuba Instructors. In Finland, almost all Instructors and 
Divemasters work as freelancers. (Puhakainen 2011.) 
 
The parent company of the ScubaTravel chain, ScubaTravel Tampere was founded in 1993 and 
the center in Helsinki in 2005. Helsinki and Jyväskylä are independent joint-stock companies 
and subsidiaries of Tampere and the rest are franchising companies that share the same pro-
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cedures with the other centers. Tampere ScubaTravel is the biggest stakeholder of the Hel-
sinki center. In an annual meeting, stakeholders choose a government that makes decisions 
for the following year. These decisions are, for example, products for sale, budget and possi-
ble changes that affect the whole business. The decisions made by the government are in ac-
cordance with ScubaTravel’s predefined policies. In addition to being rather small in employ-
ee numbers, Helsinki ScubaTravel is not enormous in sales either. Net revenues are around 
250000€ a year in Helsinki and just over a million Euros in Tampere. The enormous difference 
between the two companies is a result from the fact that Tampere center manages all the 
product orders and all foreign dive trips are booked through Tampere. The amount of cus-
tomers and the net revenues in both Helsinki and Tampere have been steadily growing over 
the years. (Puhakainen 2011.) 
 
1.2  Services 
 
Dive courses that are conducted all year round are the most profitable service, before equip-
ment maintenance and diving trips, in Helsinki ScubaTravel. However, the largest share of 
sales comes from diving equipment, which are sold in all the ScubaTravel centers, but often 
also along with a dive course. When a customer signs up for the PADI Open Water course, or 
any other recreational or technical diving course, he or she needs to own at least a pair of 
fins, a mask and a snorkel. When a customer reaches the professional level, which is the 
Divemaster course, owning a full gear is highly recommended. It is always the aim to sell the 
required equipment to the customer, instead of letting the customer go to a competing busi-
ness in the area. (Puhakainen 2011.) 
 
PADI, Professional Association of Diving Instructors, which is the leading dive training organi-
zation, is the umbrella organization of the ScubaTravel chain. The core quality of diving 
courses is defined by PADI standards. PADI courses are pedagogically planned, so that they 
begin with easy to swallow information and advance towards the more difficult parts. PADI 
has strict rules for the order in which courses need to be taken, and the order in which cer-
tain things need to be taught during the courses and the instructor to student ratios during 
courses. As a result, instructors’ hands are somewhat tied when it comes to planning a 
course, which is the service provided, but nevertheless, the instructor can largely affect how 
the customers experience the quality of the service. PADI Divemasters and Instructors are 
trained salespeople and selling is the word at Helsinki ScubaTravel as well. The way a course 
is conducted, the impression that the customers go home with and how well the Instructor 
has managed to sell, all affect whether the customer returns for the next course or more 
equipment etcetera. (Puhakainen 2011.) 
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The equipment sold at Helsinki ScubaTravel consists of pieces of equipment that are essential 
for diving, for example masks, snorkels, fins, buoyancy vests, regulators, pressure gauges, 
underwater compasses, weights, weight belts, exposure suits and dive computers, as well as 
technical diving equipment, such as torches and reels. Clothing, equipment rentals, equip-
ment maintenance and the tools and parts for maintaining equipment are also a part of Scu-
baTravel’s product catalogue. The target customer segments of Helsinki ScubaTravel are rec-
reational and technical divers of all ages as well as bachelor party- and work groups. (Pu-
hakainen 2011.) 
 
1.3 Operational environment and SWOT-analysis of Helsinki ScubaTravel 
 
SWOT is an acronym that derives from words strengths, weaknesses, opportunities and 
threats. SWOT-analysis is a method that is helps in analysing a company’s operational envi-
ronment as a whole and in monitor and improving the success of the business. Helsinki Scuba-
Travel is located near the sea in Lauttasaari. Despite its sea location, Helsinki ScubaTravel 
does not own a boat and therefore diving trips around Helsinki are rarely organized. Helsinki 
ScubaTravel works in cooperation with many local companies. Matkahuolto is used for sending 
equipment to and from other ScubaTravel centers and customers, Finnsuit in Lauttasaari has 
been used for wetsuit maintenance for years, and local restaurants are supported whenever a 
larger amount of food is required, for example for a party held at the center. In addition, div-
ing trips in Hanko are organized in cooperation with Hanko diving on several occasions every 
summer and diving trips abroad are organized together with local businesses in the destina-
tions, for example Living Colours in Bunaken, Indonesia and Colona Divers in Egypt. Helsinki 
ScubaTravel has a few competing businesses in the Helsinki metropolitan are, which are Sea 
Safety in Helsinki, Dyykki in Espoo and Aqua World in Tikkurila as well as Varuste.net in Hel-
sinki that sells diving equipment. (Opetushallitus 2014; Puhakainen 2011.) 
 
The srengths of Helsinki ScubaTravel, in addition to the location, are personal service, quality 
products, well-motivated and professional staff, wide selection of courses and trips, as well 
as fast and efficient e-mail responses. At Helsinki ScubaTravel it has been chosen not to take 
on the price competition with the competing businesses and thus prices are slightly higher 
than the other service providers’ in the area. Marketing in ScubaTravel is not very active, 
which can be seen as absence in the print media as well as TV and radio, which can be held as 
a weakness. People seem to hear about ScubaTravel by word of mouth and Internet marketing 
is the most used marketing method at ScubaTravel. (Puhakainen 2011.) 
 
Even though the main diving season in Finland limits to only a few months, Helsinki Scuba-
Travel operates all year round. In winter time, which is the low season, ice-diving courses are 
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held as well as theory and pool sessions for other courses. Diving trips around the world are 
also available throughout the year. (Puhakainen 2011.) 
 
Due to high quality of service, Helsinki ScubaTravel’s opportunities are long term customer-
ships and being the number one choice of divers in, and in the vicinity of, the Helsinki metro-
politan area. The economic situation that prevails all over the world and the numerous recent 
diving accidents can be counted as threats to Helsinki ScubaTravel’s business. 
 
 
2 Scuba diving 
 
The acronym Scuba stands for Self-Contained Underwater Breathing Apparatus and reveals 
quite a bit to even those who have never heard of Scuba diving before. In short, Scuba diving 
means discovering the underwater world for recreation, work or science, or a combination of 
these three, while being able to breathe below the surface. More thorough explanations for 
recreational diving and technical diving will be given in the next chapter. Diving for work or 
science will be left out as they are irrelevant considering this thesis. (PADI 2008, 1-2.) 
 
2.1 The dive industry 
 
Continuing advances in technology are, in a sense, shrinking the world more and more every 
day, making it possible for people to visit and explore places they could have only dreamt of 
in the recent past. As today most of the world can be reached within 24 hours no matter 
where the departure takes place, exploring totally new, unexplored places is becoming more 
and more difficult. People still visit wonderful places and go see beautiful sights, but nowa-
days it is done by driving a comfortable vehicle on a well maintained road, which leaves the 
thirst for exploration and discovery unquenched. However, the underwater world is still a 
mystery to most people and this may be one of the reasons why the number of diving certifi-
cations per year has increased almost every year since 1970. (PADI 2008 1-2; PADI 2012.) 
 
Most divers, including Finnish divers, begin diving and are certified outside of their home 
country. Most Finnish divers get their first taste of diving in Thailand. In 2011, PADI dive cen-
ters all over Finland certified approximately 2100 divers, in comparison, 4101 Finnish divers 
were certified elsewhere. In Thailand 1217 Finnish entry level divers were certified in 2011 
which is approximately twice the number that were certified in Finland. Other popular places 
amongst entry level Finnish divers are Egypt with 152 certifications in 2011, Indonesia (143), 
Philippines (97), Malaysia (75), Australia (47) and Mexico (47). If the last 20 years are taken 
into account there is an enormous increase in the number of certified divers. (PADI 2012.) 
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2.2 Recreational and technical diving 
 
Recreational means for fun and therefore recreational diving could also be, and often is, re-
ferred to as “fun diving”. However the word recreational has a more complex meaning in div-
ing context. Recreational diving refers to certain boundaries within which diving should be 
conducted, in order for it to be safe and fun. These boundaries are a maximum depth of 40 
meters and maximum dive time depending on depth. Recreational diving also rules out over-
head environment diving, which means that light from the surface must always be visible, 
unless it is a night dive. (PADI 2008, 1-3 – 1-5.) 
 
Technical diving, also known as tec diving, is sport diving beyond the limits of recreational 
diving, using special equipment and procedures. Tec divers are more prone to accidents as 
they go beyond recreational diving limits and therefore they require a more intense period of 
training, more experience and they need to accept the risks of technical diving. Compared to 
recreational diving, technical diving has a much narrower clientele. (PADI 2008, 1-9.) 
 
2.3 Dive training 
 
Diving without proper training or without a professional’s direct supervision is perilous and 
has been until so far highly unrecommended. Due to the fact that training is essential in order 
to learn to dive safely, there are several organizations that train and certify divers, recrea-
tional and technical alike. These organizations include for example SSI, CMAS and PADI, to 
mention a few. PADI, the Professional Association of Diving Instructors, is the world’s largest 
recreational dive training organization. The PADI organization includes dive centers, resort 
facilities, academic institutions, instructor trainers, dive educators, divers and snorkelers. 
The professional PADI members, which include the instructors, dive centers and other educa-
tional facilities, train and certify the vast majority of the recreational divers in the world 
with over 900000 certifications every year. PADI dive centers number over 5300 in more than 
183 countries worldwide and PADI materials are printed in 26 different languages. (PADI 
2014.) 
 
PADI dive shops and centers are not all the same. Some only cater for vacation divers and 
some are career development centers, others anything between those two. PADI centers are 
named according to what they have to offer. PADI 5 star diving centers must meet elevated 
service and business requirements and offer PADI courses only. The requirements include for 
example a wide range of diving courses, different diving equipment for sale and different ex-
periences for customers. (PADI 2010, 114; PADI 2012.) 
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PADI diving courses are pedagogically organized, so that they begin with easy information and 
exercises and then move on to the more challenging ones. After learning the basic skills re-
quired for safe diving in the first course, which is the PADI Open Water Diver-course (OWD), 
the diver can proceed to the next diving course, which is PADI Advanced Open Water Course 
(AOWD). In the courses that follow, new pursuits are introduced, for example diving with new 
equipment like diver propulsion vehicle (DPV) which is an underwater scooter, or an underwa-
ter camera, or diving in new environments like wrecks and currents. To proceed after the 
AOWD course, one can attend specialty courses which concentrate on a single activity. These 
courses include the previously mentioned scooter, photography, wrecks and currents, and 
there are many more. The other option is to proceed the next non-specialty course, which is 
the Rescue Diver course (RD). Rescue Diver course consists of practises like how to act when 
problems occur and what to do in the worst case scenario. 
 
After the Rescue Diver course there are two options in the line of recreational diving, one is 
to continue doing specialties, and the other is to go professional. Divemaster course is the 
first professional level course. Divemaster candidates already know how to dive and they are 
taught more challenging skills, such as how to look after customers on a dive, how to navigate 
underwater and how to conduct diving courses. After Divemaster course Assistant Instructor 
and Instructor courses follow, where the emphasis is on teaching. In addition there are the 
different technical diving courses, if it is challenges that are sought for. 
 
 
3 Marketing 
 
Asking anyone on the street what is the first thing that comes in mind about marketing, most 
probably nine out of ten times the answer is advertisements and commercials. Certainly this 
is the most visible, as well as the most obvious part of marketing. Marketing, however, is a lot 
more than just television and newspaper advertisements. The next chapter will explain the 
most important terminology in marketing and how marketing has become what it is and chap-
ters that follow will focus on the different aspects of marketing, the obvious and the less ob-
vious. 
 
3.1 The marketing revolution 
 
Marketing nowadays is more than just advertisements and commercials. In the past however, 
the main focus in marketing was on making the products and services known and sell. Surely, 
making profits is still the main goal of most businesses, but the ways and strategies have en-
countered a major makeover. Marketing, in some form, has existed since the beginning of 
time. Marketing similar to its present form, however, made its first appearance in Finland in 
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the 1920’s. This is when the first advertising agencies were established, but marketing was 
still referred to as informing and even propaganda. Soon the word advertising was introduced 
and it became established. (Anttila & Iltanen 2001, 31; Sipilä 2008, 9.) 
 
In Finland the word marketing was officially used for the first time in 1960 and segmentation 
in 1974, which both arrived from the USA, where they had been used for quite a while al-
ready. From the 1950s to the 21st century, marketing has gone through several different phas-
es and critical periods, which have all shaped it towards what it is today. Marketing in the 
first decade of the period was very much production based, which meant that the products 
that were manufactured had to be distributed and sold by all means necessary and the cus-
tomers’ wishes and needs were not taken into account (Anttila & Iltanen 2001, 31.) 
 
The period from 1960 until 1970 shared some of the same characteristics as the previous dec-
ade. Sales were still the main focus and customers were not taken into account in the produc-
tion process. With a lot of competition, the main problem for companies was lack of sales. 
Improvements from the customs of 1950s occurred however, as enterprises started to focus 
more on effective distribution, advertising, sales and public relations. This is when self-
service stores and super markets made their appearance. (Anttila & Iltanen 2001, 32-33.) 
 
Marketing has undergone numerous revolutionary changes over the past three decades. 1980s, 
however, is the period when marketing began to get its present shape. This is when a major 
improvement in marketing took place as it was realized that customers are the ones who 
need to determine what the products should be like. Unlike before, marketing was considered 
more important than the production itself and the customers’ needs were considered more 
vital for the business in long term than short term profits. (Anttila & Iltanen 2001, 33.) 
 
In the 1990s, a big step in segmentation was taken, as unlike in the past, products were dif-
ferentiated and personalized for certain clientele, instead of trying to sell the same product 
for everyone. Customer satisfaction was one of the key elements of the late 20th century and 
it still is. Nowadays, instead of selling anything to everyone, the main focus in marketing is to 
recognize the potential customers and their needs and create a product or service that ap-
peals to the buyers’ desires. (Anttila & Iltanen 2001, 33-34; Sipilä 2008, 9.) 
 
Marketing in the 21st century is not considered a separate area of the everyday actions inside 
a company, but it is comprehensive and includes all the actions in everyday business. In the 
concept of comprehensive marketing, in addition to the type of marketing that can be seen 
outside the company, for example the commercials and advertisements, it includes basically 
everything that happens inside the company, for example pricing, distribution and also after-
care of the customer, which means keeping the customer satisfied and trying to create long-
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term relationships with customers. With so many service providers competing over the same 
customers, it is essential to make it as easy and comfortable as possible for the customer to 
reach the service or product that the customer needs. In addition, making the services stand 
out from other service providers’ similar products by branding, which will be discussed more 
in depth later on, it is easier for the customer to find the product and make the decision to 
buy the exact product instead of one of all the other similar ones. This is how long term cus-
tomers are created, customers, who in the end pay the service providers’ salaries. (Anttila & 
Iltanen 2001, 19; Sipilä 2008, 9-10.) 
 
3.2 Marketing services 
 
Most practices that are used when marketing goods work just as well for services and vice 
versa. This is why little distinction is made between products and services in this thesis. How-
ever, there are a few factors that need to be kept in mind when marketing services. Eight 
points of how services differ from products, what it may mean from the customers’ point of 
view and what actions they require from service providers are introduced in this chapter. 
First, most service products cannot be kept in stock, which may result to customers buying 
from competitors or having to wait. There is an easy way to solve this problem, by taking res-
ervations and keeping demand in desired figures through promotions. (Lovelock & Wirtz 2007, 
16-17.) 
 
As services and the value they bring customers are mostly intangible and many services can-
not be experienced with any of the five senses at the time of buying, it is difficult for the 
customers to evaluate services during the buying process. To help customers feel the service 
they are about to purchase, the service should be made tangible by emphasizing physical 
clues and using metaphors and vivid images in advertising. For the same reason of services 
being intangible, they may sometimes be difficult to visualize and understand which is why 
customers may feel like buying holds a greater risk as compared to buying a tangible product. 
To prevent customers feeling this way, the service provider should document service perfor-
mance to show it to customers, offer customers guarantees and explain what to look for in a 
service and teach the customer what makes the service a good choice. (Lovelock & Wirtz 
2007, 16-18.) 
 
As services often involve employees and other customers, there is a risk that the people in-
volved make the experience an unsatisfying one for the customer. To lower the risk of this 
happening, the employees should be recruited with care and trained and rewarded in a way 
that they understand the importance of the desired service concept. The customers can 
sometimes ruin the service experience for themselves, especially when the customer is co-
producing the service. This means that the customer is cooperating with the service personnel 
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or using self-service technology to reach the desired outcome. This kind of service encounters 
can take place, for example, in a hair salon or at a self-check-in kiosk at the airport. When 
the customer does not know how to act and what to do in these situations, the service expe-
rience may not be as pleasant as it could and should be and it can lead to frustration and dis-
satisfaction. To prevent this from happening and to offer customers as pleasant service expe-
riences as possible, it is important to develop user-friendly equipment, facilities and systems, 
to provide customer support and to guide customers to the right direction. (Lovelock & Wirtz 
2007, 17, 19-20.) 
 
Services, unlike products, are not produced and controlled in a factory and then shipped to a 
new location to be sold. Some services are sold where they are produced, but often services 
are delivered at the customer’s location or at a third party’s location, which sometimes pre-
sents problems. As service execution varies daily, among employees, between the same em-
ployee and a different customer and depending on the time of day, it is almost impossible to 
hide the flaws in the service from the customer. When providing services, the final fine-
tuning of the service happens at the spot, which is why it is important that the staff is trained 
and chosen carefully and that every step is taken to make sure that variability is reduced to 
the minimum. This is achieved by adopting standardized procedures and managing service 
quality. As people are busier than ever, they often want to have the service available when it 
suits them best. The fact that a service is often delivered with the customer present, means 
that the customer is using his or her time at the counter. As time is valuable to people, they 
are often willing to pay more if that helps them save time. This is why it is vital for the busi-
ness to cut waiting times to minimum and the time the customer needs to wait is made as 
pleasant as possible. (Bruhn & Georgi 2006, 227; Lovelock & Wirtz 2007, 17, 21.) 
 
3.2.1 Marketing services at Helsinki ScubaTravel 
 
Services, in the form of diving courses and trips and equipment maintenance are sold at Hel-
sinki ScubaTravel. Even though the largest share of the net revenues comes from equipment, 
the main focus in marketing is still on the services. The mentioned methods to make services 
more tangible are used in marketing a liveaboard, for example, which is usually a full board 
cruise of one or more nights. This is done by sending videos from previous liveaboards to the 
people on the mailing list. 
 
Diving courses and other diving activities usually require staff to guide the customers. As al-
ready mentioned, PADI training often combined with the calling to be in the diving industry is 
often enough to guarantee quality service. However, sometimes customers are not under di-
rect supervision of professionals, and these are the situations when it is important to guide 
and give instructions to the customers. Sometimes customers dive without an Instructor or a 
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Divemaster, even if they are on a guided tour. This is the case especially on liveaboards 
where there is staff, but not enough to dive with every customer. Although liveaboards are 
usually for certified divers only, it is important to go over the safety procedures and mention 
the possible hazards, like currents, potentially dangerous marine life and other boats etcet-
era. This prevents the customer from ruining the experience and shows a sign of professional-
ism and care for the customers’ well-being. 
 
3.3 The Marketing mix 
 
The Marketing mix, which has already reached classic status in marketing, summarizes the 
most important assets in competition, which need to be well planned in every company, in 
order to reach the right customers and thus positively influence demand of the products or 
services sold. The Marketing mix, also known as the four Ps, is a flexible concept and 
throughout its life span the concept has been expanded to cover more than it originally did. 
The basic four Ps consists of product, price, place and promotion. Even though the marketing 
mix, expanded or not, is far from perfect and should not be considered as the only truth, it is 
worth looking at, since it states the basic rules of marketing and creates a solid base that is 
easy to elaborate on. (Anttila & Iltanen 2001, 20; Grönroos 2009, 325.) 
 
3.3.1 Product 
 
Product is the base of the marketing mix and the other three factors, price, place and promo-
tion, are closely related to it. Product refers to the produced output, whether it is a physical 
product, a service or even a cause, that is sold to customers. The product needs to be con-
structed in a way that it appeals to customers. Factors that may be considered to affect the 
attractiveness of a product are, for example, the qualities, selection, style, brand and pack-
aging. Also such factors as warranty and return right are important, as customers need to 
know that they can return a faulty product, since many products tend not to last very long 
nowadays. (Anttila & Iltanen 2001, 135-136.) 
 
The product, whether it is tangible or intangible, consists of three different parts: core prod-
uct, actual product and augmented product. None of the three parts of a product can be sold 
without the other two. The core product is actually not the tangible or intangible product 
itself, but instead it is the benefit that is sold. In case of a diving holiday, for example, the 
core product would be relaxation and fun activity and in case of a car the core product would 
be the transportation provided. The core product is not considered to include any of the phys-
ical qualities or extra services related to the product. The actual product consists of the ac-
tual properties and qualities of the product. These properties and qualities can be, for exam-
ple design and packaging, and also pricing, as it is a relevant part of the end product. The 
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third layer of a product, the augmented product, consists of the extra services in the product. 
These can be for example service, delivery and warranty as well as additional brand values, 
which will be discussed more thoroughly later on. As competition gets more and more in-
tense, it is the extra services that often make the consumer choose the exact product. The 
extra services also offer good opportunities to tailor personal products for different needs. 
(Anttila & Iltanen 2001, 135-136; Fahy & Jobber 2012, 142; Marketingteacher 2012.) 
 
3.3.2 Price 
 
Price, fee, fare, toll, rate, charge or subscription, whatever it is called, it is what most busi-
nesses are about in the end, money. Determining the price for a product is a crucial part of 
marketing. Products need to have a price tag with a sufficiently low price on them, so that 
the customers feel like they made a good deal, but on the other hand a price high enough to 
allow the producer of goods or service provider to continue in the business. (Palmer 2005, 
344.) 
 
There are four key elements which help determine the price for a product: the costs of the 
production, estimation of how much customers will pay for the product, how much competi-
tors are charging for the same or similar product and constraints coming from the outside. 
When determining a price for a product by calculating the production costs, cost-plus pricing 
is a very popular method, especially when it is a service that is sold. Cost-plus method works 
by calculating a price for every individual unit in the service production process and adding a 
profit. This method allows fairly effortless pricing, even for tailored services due to standard 
costs of certain units. The drawbacks of this system are that at its simplest, the method does 
not take into account constantly changing factors like changing costs within the company, 
competition faced and the fact that some customers are willing to pay more for a certain ser-
vice than others, thus this method rarely leads to the best price. (Armstrong & Kotler 2013, 
290; Palmer 2005, 346-348.) 
 
A method called marginal cost pricing is very popular in tourism business and especially 
amongst the package holiday business. When using marginal cost pricing, the total production 
costs are not taken into account, but only the costs of serving the one customer buying the 
product or service. This is used when the company has already sold enough services to cover 
the fixed costs of a certain period and is trying to fill the remaining capacity at the last mo-
ment by bringing the prices down in order to cover the variable costs. A perfect example of 
this is the last minute deals offered by airlines and travel agencies which sell late deals in 
order to fill the remaining seats, thus making as much profit as possible. (Palmer 2005, 350-
351.) 
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Customers are the ones who decide, most of the time unconsciously, the price ceiling for a 
product. There are different customer-value perceptions and some customers are willing to 
pay more for the same product than others. In order to get the maximum profit, the product 
needs to be sold as expensive as possible. This is called demand-based pricing and it is 
achieved by price discrimination, which can be executed in several different ways. Price dis-
crimination through segmentation is the key to maximizing the profits received from different 
buyer groups. This can be done by simply selling the same product for all groups but charging 
a different price. Students are a good example of this as they get discounts with a Students 
Union card wherever they go, whereas others have to pay the full price. Some segments, like 
students, are more price sensitive than others and therefore lower prices must be applied for 
these segments in order to maximize the profits. Sometimes different variations of the same 
product may be created by, for example, adding or removing some of the qualities and chang-
ing the price, thus making it appeal to certain customer segments. (Armstrong & Kotler 2013, 
288; Palmer 2005, 351-352.) 
 
Prices are connected to customer relationship life cycle. This means that different prices oc-
cur for potential and new customers and old customers. Potential and new customers are of-
ten offered a deal with lower than normal price in order to attract them to try the product or 
service. Sometimes the first deal is free of charge. As the relationship between the consumer 
and the retailer develops, the service provider will soon be able to create a profile of the 
customer and find out how price sensitive the customer is, thus making it possible to cater for 
the customer’s needs more precisely and individually and therefore charge the customer 
more for the benefit provided. If the customer-service provider relationship brings satisfac-
tion to both parties and the customer feels that his needs are understood and fulfilled, look-
ing for a cheaper option will not cross the customer’s mind as easily as it would if the cus-
tomer felt the service was lacking something crucial. Finding another good service provider 
and making them understand ones needs is not worth the trouble, because it would require 
extra effort, which usually costs time and sometimes money. Sometimes the customer is not 
able to change the service provider due to an agreement which ties to the service provider 
for a certain period of time. (Palmer 2005, 359-360.) 
 
Pricing is, more often than not, affected by competitive businesses and their pricing strate-
gies. A method where prices are set according to the prices of competitors is called competi-
tion-based pricing. After deciding who the competitors are and observing their business and 
pricing, an organization needs to decide what they want their prices to be compared to their 
competitors and what message they want to send out of themselves to their customers. 
Providing the relatively same service as the competitors with higher quality with extra bene-
fits allows prices to be set higher than the competitors’. Businesses that compete over the 
same user segments need to be on their toes all the time and be ready to react if a competi-
 19 
tor changes prices. Lowering prices can be a temporary advantage over competitors, but it 
may lead to a price war with no long term increase in sales or profitability, thus leading to a 
decrease in revenues. (Armstrong & Kotler 2013, 291-292; Palmer 2005, 360.) 
 
Sometimes, when demand is sensitive to price, a business may face the situation, that either 
lowering or raising prices compared to competitors could be fatal to the business. In this case 
it is sometimes easier to set the prices at the same level with the competitors, and then cre-
ate the service around the price and not the other way round. This is called going rate pric-
ing. (Palmer 2005, 360-362.) 
 
3.3.3 Promotion 
 
Promoting services, sometimes also referred to as educating customers, is equally important 
with product and price, when it comes to the success of a business. Even a good and well 
planned service will not sell if the customers do not know it exists. The basic idea of promo-
tion is to inform customers about the existence and merits of the product or service, where 
to find it and how to use it getting the most out of it. Successful promotion manages to per-
suade customers into buying the product/service. (Armstrong & Kotler 2013, 81; Lovelock & 
Wirtz 2007, 154.) 
 
There are several different ways of promoting services and equally as many things to take 
into account when doing so. Promotion is often narrowed down to merely media advertising, 
public relations and professional salespeople, however, there is a lot more to it. There are 
several different factors that help a customer determine his or her opinion about a business. 
Communication messages to customers and potential customers originate from different 
sources. Some of them, for example advertising and the overall appearance of front-line 
staff, come directly from the organization, and others, like word of mouth and on-line ratings 
originate from outside the company. The messages originating from the inside of an organiza-
tion can be divided into those sent through marketing channels and those that come directly 
through production channels. (Lovelock & Wirtz 2007, 154-155, 165-167.) 
 
Promotion originating from production channels reaches customers at the service outlet 
where the service is delivered. Especially the front-line staff that constantly interacts with 
customers and potential customers at the service outlet needs to know how to act in accord-
ance with the company’s values. The selection and training processes of employees should be 
well planned and maintained and the staff should be aware of the values of the company, 
since they are the people who are often the most effective element of the buying process and 
make the service more tangible and personalized to customers. The physical appearance of 
the service outlet itself also sends the customer a message. Using video screens, music, ban-
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ners and posters, for example, help to shape the customer’s service experience. (Armstrong & 
Kotler 2013, 391; Lovelock & Wirtz 2007, 155, 166-168.) 
 
The list of messages transmitted through marketing channels is longer than the one of pro-
duction channels, which means that the marketing personnel have a wide range of tools at 
their disposal with which to reach customers. Personal selling and trade shows are frequently 
used tools. Personal selling happens either face-to-face or through telephone and its purpose 
is to educate customers and promote a brand or product. Face-to-face is more expensive, but 
it is considered less intrusive than a telephone call, due to people’s attitudes and frustration 
towards telemarketing, which is caused by calls made at evening time or weekends when 
people are spending their leisure time. In trade shows companies showcase their products and 
services and provide potential customers with samples, demonstrations and brochures etc. 
Trade shows offer a great chance for personal selling and guarantee the presence of large 
numbers of customers with interest, hence selling in a trade show is often productive and ef-
ficient. (Lovelock & Wirtz 2007, 168.) 
 
Very specific micro segments can be targeted with direct marketing. Direct marketing can be, 
for example, an e-mail or a telephone call designed to appeal to a potential customer. How-
ever, due to constant interruptions from the marketing field in form of telephone calls or 
commercials during a TV-show, so called on-demand technologies, such as e-mail spam filters 
and ad-blockers are widely used and give people the power to choose when to be reached and 
by whom. This is why permission marketing has gained popularity. In permission marketing, 
only customers that have already expressed their interest in what the company has to offer 
are contacted. The customer’s information is already in the company’s database as a result 
of, for example, an earlier registration. (Armstrong & Kotler 2013, 392; Lovelock & Wirtz 
2007, 170.) 
 
Sales promotion is an effective way of promoting a business and getting customers to buy ear-
lier, larger quantities and more frequently. This can be done by using coupons, contests, dis-
counts, samples and gifts. Sales promotion can take place during a period when sales would 
otherwise be low and thus aim to raise sales figures, but it also adds value, creates awareness 
of a new and old service alike. A perfect example of sales promotion is a campaign conducted 
by SAS International Hotels, where they promised every customer of 65-years of age and older 
a percentage discount equivalent to their age. A 102-year old chose to take advantage of the 
offer, which meant that SAS had to pay the customer 2 percent of the room price. SAS, how-
ever, instead of making a fuss and trying to get away without paying the customer, took the 
chance and turned the incident to a marketing opportunity, which ended up bringing SAS huge 
media coverage which showed the company in positive light. (Armstrong & Kotler 2013, 391; 
Lovelock & Wirtz 2007, 170-171.) 
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Public relations in a company’s promoting strategy may consist of, for example sponsoring, 
sending news releases, holding press conferences and special events. Sponsoring a sports club 
can be very rewarding, since the logo and name of the company get a lot of coverage, espe-
cially when the club sponsored is a successful one. If a new service or product or a story from 
inside the company is especially news worthy, the firm can send a news release or hold a 
press conference, in order to announce the news to the public. PR is an effective way of mar-
keting, as it seems more believable and real to customers, compared to advertisements. 
(Armstrong & Kotler 2013, 391; Lovelock & Wirtz 2007, 171.) 
 
Word of mouth is considered such an important means of promotion that companies use spe-
cial strategies to produce positive and persuasive chatting amongst old and prospective cus-
tomers. These strategies include referencing previous service users, creating promotions that 
get people talking and developing referral incentive schemes, in form of discounts in return 
for introducing the services to new customers, for example. Broadcasters and publishers often 
write stories about companies whether or not the company has sent a press release. There 
may be several reasons for these stories and they are not directly affected by the company. 
The case may be for example, that the company is misleading or otherwise exploiting cus-
tomers, and a reporter wants to bring it to the public’s attention. (Lovelock & Wirtz 2007, 
172-173.) 
 
3.3.4 Place 
 
The atmosphere and physical appearance as well as the location and accessibility of the ser-
vice delivery environment contribute to the customer’s overall picture of an organization. As 
mentioned earlier, the physical appearance of the service outlet and the front-line staff gives 
the customer an impression and creates an image of the company. Giving a clean, profession-
al and easy to remember image is highly important. Customer satisfaction is higher and more 
money is spent spontaneously on goods and services customers simply like, when the service 
environment is physically attractive. However the physical appearance of the service envi-
ronment is not the only factor that should be considered when designing the place, but also 
the location and the accessibility of the service outlet need to be taken into account. (Baron, 
Harris & Hilton 2009, 136; Lovelock & Wirtz 2007, 168; Palmer 2005, 293-294.) 
 
In the world of Internet, people value ease of accessibility. If a service is not effortlessly ac-
cessible, finding another service provider online happens in the blink of an eye. Reaching the 
service or product is what accessibility is about. Being reachable on the Internet is extremely 
important, but so is the location of the service outlet, traffic communications and accessibil-
ity through telephone. These are all factors that either make it easier for a customer to ac-
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cess the service or make the customer find another service provider, depending on how cus-
tomer friendly these factors are organised in a company. (Korkeamäki et al. 2002, 83; Blue 
rise media 2012.) 
 
A very important point regarding the location of a business that needs to be considered when 
making a marketing strategy is the distribution of goods and services. In general, customers 
need to be able to buy the service or product in desired quantities, from a convenient loca-
tion and when they wish to buy them. To be able to provide customers with such service, 
several points need to be taken into account by the provider. One of these points is channel 
intermediaries, which means the organizations that deliver the products to customers. The 
producer of goods or services together with the channel intermediaries and the customers 
form the supply chain, which is called a channel of distribution. There are several different 
types of channels of distribution, but the producer or service provider is always in one end of 
the channel and the customer in the other. What lies in between those two depends highly on 
what type of business is at hand and whether goods or services are provided. (Fahy & Jobber 
2012, 284.) 
 
No matter what the merchandise is, it always requires a distribution channel. The distribution 
channel can vary for the same type of product in different companies or at different times, 
depending on what the producer chooses and what is most cost effective. There are alterna-
tive distribution channels for consumer goods. The first one where consumer goods, also 
known as final goods, are delivered directly from the producer to the consumer is a popular 
distribution channel. This is simply because it cuts down costs of distribution. The Internet 
has made this type of distribution more available for producers of many products and ser-
vices, for example books and DVDs, flight tickets and hotel stays and electronics. This, on the 
other hand, has killed many traditional businesses and lowered the sales of those that are still 
in business. (Fahy & Jobber 2012, 284-285.) 
 
The producer can also choose to sell the goods to a retailer, which then sells them forward to 
the consumers. Retailers provide the producer with the service of having the products on dis-
play for the consumers, while the producer gets a large amount of a certain product sold at 
once. For a retailer, buying goods from a wholesaler instead of directly from the producer can 
be more cost efficient in some cases. This is usually the case with small retailers with fairly 
small order quantities. In this case the wholesaler buys from the producer in large amounts 
and then sells it to several different retailers. This type of distribution channel presents a 
problem for the retailers however, where bigger retailers buy directly from the producer, 
thus often getting a better price, and as a result being able to sell to customers with a much 
lower price than the ones buying from the wholesaler. (Fahy & Jobber 2012, 286.) 
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In the situation where the people in charge of a company and its marketing department are 
unsure what to do or who to contact, it is often best to leave some things for professionals. 
There is one more intermediary that can be used in the distribution channel, which is an 
agent. Agent, in the distribution channel, would land between the producer and the whole-
saler. This type of distribution channel is long and thus not the most cost-efficient, as all the 
intermediaries naturally want a share of the profit. Despite the costs, agents are sometimes 
hired to find wholesalers, especially when a new company enters foreign or otherwise new 
market. (Fahy & Jobber 2012, 286.) 
 
The already mentioned distribution channels are effective when goods are sold and pur-
chased. For services it may be slightly different because services are not stored. Distribution 
channels for service providers usually consist of producer and customer or those two and an 
agent. The use of an agent in a distribution channel for services is particularly cost efficient 
and, it can be said unavoidable, when the service provider is geographically distant from the 
customers. A couple examples of this are travel and insurance agents that can be hired from 
the location of markets, without even traveling the distance. (Fahy & Jobber 2012, 287.) 
 
3.3.5 The four P’s in Helsinki ScubaTravel 
 
When it comes to PADI diving courses, as mentioned in the introduction, the actual and the 
core levels of the product are pretty much predefined by PADI, and cannot be altered by the 
service provider. However, the augmented level can be tailored to fit customers’ needs. For 
divers or to-be-divers who want to be extra careful, a spare air tank for a possible out-of-air-
situation, included in a diving course or a fun dive works as an example. Adding the spare air 
to the package targets the safe minded divers who are willing to pay more for the service 
with some addition to safety. The same type of tailoring is used when selling the OWD course. 
To those who feel the cold, it is recommended to do the course with a drysuit for extra 
charge. 
 
Helsinki ScubaTravel has not taken on the local price competition. As a result they have 
slightly higher prices compared to the competing businesses. This, however, does not seem to 
be a problem, as people see higher prices combined with professional staff and web pages as 
a sign of quality and trustworthiness. Along with other Internet marketing, Helsinki Scuba-
Travel is fairly active in Facebook marketing. Photos, videos and other news are posted 
whenever new courses are starting, new trip dates are set or new certifications are achieved 
etcetera. In addition to quality Internet site, active Facebook and Google marketing Helsinki 
ScubaTravel has no traditional media marketing, like newspaper, magazine or TV advertise-
ments. There is the annual Travel fair appearance, an e-mail posting list with a monthly 
newsletter to professionals and word of mouth. 
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Helsinki ScubaTravel has moved twice since it was established in 2005. All three locations 
have been near the city center and the sea. The present location in Lauttasaari is the furthest 
from the city center, but it is still an ideal location. The location combined with excellent 
reachability through the Internet gives Helsinki ScubaTravel a competitive edge over the 
competitors in Espoo, Tikkurila and Helsinki. 
 
3.4 Internal marketing 
 
Internal marketing plays a vital role in customer satisfaction. An over the weekend diving trip 
can be made better, or worse, by the Instructors and Divemasters, largely depending on how 
the staff has been chosen, trained, motivated and informed. Internal marketing can be seen 
as marketing to the people who serve the customers, in order to improve internal communi-
cations and customer consciousness among employees, thus helping staff do their best to 
meet the customers’ needs. (Palmer 2005, 437-441.) 
 
3.4.1 Employee satisfaction 
 
Employees can be seen as internal customers who have their own needs that must be satis-
fied, in order for the employees to perform in their jobs so that they can, in turn, meet the 
customers’ needs. The employees engage in many different service encounters inside the 
company and just as the service encounters with the external customers, these services need 
to be pleasant and satisfactory, in order to keep the internal customers happy. The internal 
services provided by the employer include, for example, a pleasant working environment, 
sufficient facilities, health care and something to keep the staff motivated. (Baron et al. 
2009, 148; Palmer 2005, 437-441.) 
 
As employees are basically customers within the company, the same techniques used to cre-
ate and measure external service quality can be used in the internal environment. However, 
there are problems in doing so, as unlike the internal customers, the external customers can 
effortlessly find another service provider in case the service is unsatisfactory. Internal cus-
tomers are also very often treated as homogenous, whereas external customers are divided 
into different segments and marketed to accordingly. Serving internal customers according to 
their individual needs is important in order to achieve the best results in internal customer 
satisfaction. Employees who are not happy with their jobs are not as concerned about cus-
tomer satisfaction as those that enjoy what they are doing and customer dissatisfaction leads 
to negative word-of-mouth about the company. (Baron et al. 2009, 155; Palmer 2005, 442-
443.) 
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By executing effective internal marketing it is ensured that all internal customers are con-
vinced about the quality of the service they provide and that they are satisfied in the working 
environment. In order for the external customer to perceive the received service pleasant, 
the internal customers must also receive quality service from other internal customers. For 
companies to achieve this, all employees should be encouraged to treat their colleagues as 
internal customers. However, if the employee does not believe in the importance of the ser-
vice he or she is providing, it is difficult for the employee to deliver the service in a credible 
manner. This is why the service provided by the company needs to be promoted to the inter-
nal customers as well, which is done by using some of the traditional marketing tools. (Baron 
et al. 2009, 149-150.) 
 
Marketing research which is used to find out the needs and wants of consumers and to moni-
tor the effectiveness of marketing activities is one of the tools that can be used with employ-
ees also. Customer feedback is important with external customers and so it is with the inter-
nal customers. Just like external customers the internal ones should also be given the chance 
to give feedback regarding working conditions, company policies and whatever it is they feel 
that needs to undergo a change or on the contrary, is working well. (Baron et al. 2009, 150.) 
 
Segmentation and target marketing are techniques that can be used to create suitable jobs 
for the right people and find the right people for the offered occupation. It is easier for the 
employer to design and offer a suitable job specification for an employee after grouping the 
employees with such similarities like age, ambitions, previous employment and specific needs 
etcetera. Segmentation in this context creates such human resource concepts as job share 
and flexitime, which help to individualize the job towards the employee’s preferences, thus 
creating satisfying employment experiences. When looking for a candidate for an occupation 
the service provider can target suitable customers. This can be done by for example advertis-
ing the position in certain places to reach the desired people. (Baron et al. 2009, 151.) 
 
Sales promotion techniques can be used inside the company in the same way as it is used to 
influence the external customers. This is done by motivating the internal customers through 
incentives. Giving the employees a chance to use the companies services also allows the em-
ployees to experience what they are selling by themselves and these esperiences can be used 
to get feedback and improvement suggestions from the employees. (Baron et al. 2009, 151-
152; Palmer 2005, 450.) 
 
3.4.2 Company values, mission and vision 
 
A business vision helps to guide a business on the right strategic paths, reminds of the core of 
the business every now and then and inspires the employees by providing a purpose for what 
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they do. The business vision should include the core values of a business, a core purpose and 
goals of the business. The business values are the timeless guiding principles of an organiza-
tion. There are usually three to five of them and they can be, for example, delivering con-
sumer value, creating strong brands and innovativeness. Core values come from within the 
organization and they represent the organization as it is. The core purpose, or the mission 
statement, of an organization is the very reason for the company’s existence, beyond the 
products and services. The core purpose can be for example to create technical innovations 
to make life more entertaining or improve the quality of life by medical solutions or prepare 
delicious food to make life taste better. The goals are set by a company to create a challenge 
and they can focus on different things, such as reaching a sales target, beating a rival compa-
ny or to act as a role model. (Aaker 2004, 28-29; Businessdictionary.com.) 
 
Employees who are aware of company values obviously act accordingly more often than the 
ones who are not aware. If company values are communicated to employees in a separate 
value education session, it should be done with caution as it may sound like preaching. In-
stead of a separate session the values may be integrated in the everyday work. This can be 
done by going through all the everyday actions that are in contradiction with the values and 
then correcting them. This may be a difficult task as some everyday actions are deeply rooted 
to employees. Changing the actions to correspond to the company values requires commit-
ment from both the employer and the employees. (Kartajaya, Kotler & Setiawan 2010, 95-
96.) 
 
3.4.3 Internal marketing in Helsinki ScubaTravel 
 
From my own experience I have noticed that company values are often not communicated to 
the employees, and this goes for Helsinki ScubaTravel as well. To be aware of a company’s 
values and missions they have to be sought and studied by the employees themselves, this is 
probably because values are not considered important for business. The importance of selling 
is emphasized to dive professionals in the professional courses and in most dive centers as 
well. It is important that every time a customer comes for a theory, pool or open water ses-
sion, something is sold or at least promoted, whether it is a piece of equipment, a new course 
or a diving trip. It is not only important for the business but also for the Instructors, who re-
ceive a salary only if there are customers. 
 
Divemasters and Instructors at Helsinki ScubaTravel are freelancers. As a result, there is no 
such thing like health care to keep the employees satisfied. However, as diving is most of the 
time a pleasant activity and salaries are low enough to keep unmotivated people from becom-
ing dive professionals, quality and committed service is most of the time guaranteed. Certain 
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actions are taken at Helsinki ScubaTravel to motivate the employees. These are diving trips 
and equipment with discounts, parties and sometimes an odd free diving trip to the tropics. 
 
3.5 Branding 
 
A product or service can be anything that satisfies customer needs. Brand, however, distin-
guishes a product of one company from the products of competing companies. Google, Apple, 
Coca-Cola, McDonald’s, IKEA and Facebook are all worldwide brands which are generally more 
well-known than their competitors. Branding has become a very important aspect of market-
ing due to rising competition and diminishing differences between product qualities. Compet-
ing brands of home electronics, for example, may sometimes be produced on the very same 
production line and the only thing that differentiates these products from each other is the 
company name printed on the cover. (Fahy & Jobber 2012, 142; Jobber 2004, 260.) 
 
3.5.1 Differentiating a product or service 
 
Differentiating a product or service, to create a successful brand, to make it stand out from 
competitors’ products can take place at any of the three levels of a product that were ex-
plained earlier. Differentiation in the core level of a product happens for two main reasons, 
the first one is a significant technological breakthrough and it is often a rather dramatic 
change. The technological revolutions during the past few decades have given birth to several 
changes of this type, e.g. calendars moving from paper to computers, telephones changing to 
mobile phones and music transferring from albums to CDs and very recently to digital form. 
Changes like these usually mean either a profit, or loss of profit, for a certain business. For 
example the shift from albums to CDs made music companies rich but the latter transfor-
mation, from CDs to downloadable media, hurt music companies in a severe way. The second 
reason for a change in the core level of a product is a change in the way of strategic thinking 
inside a company. A very good example of this is what has been happening in air travel. For a 
long time airlines were competing by adding services to flights and changing services around, 
but the most recent major change was introduced by low cost airlines that decided to focus 
on the core product again, which is to offer transportation, and strip the service of any ex-
tras. (Fahy & Jobber 2012, 144.) 
 
Actual differentiation of a product means changing the elements of a product or adding new 
ones in order to add value to the customer, thus beating the competitors. These elements 
are, for example, quality, packaging, features and design. Quality plays a key role in the 
complete product as it tells that the product is free from defects and that it meets the needs 
of customers. Packaging includes all the wrappers and containers around the product. In the 
past the function of packaging was to protect the product, but in modern marketing it is also 
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a means of attracting attention. Some organizations frequently change their product packag-
ing, but this is not always the best marketing strategy. There is the chance that existing cus-
tomers do not recognize or find the product any more. (Fahy & Jobber 2012, 145-146.) 
 
Most product differentiation takes place at the augmented level. Adding new features to 
products is constant and especially in electronics, products change in the augmented level all 
the time. Whether it is the screen size, weight, portability or resolution, however, these 
changes are short lived, as it does not take long for the competitors to mimic the tangible 
upgrades and, thus, becoming standards among all the rivals. However, it is the intangible 
changes that cannot be copied as easily and that make the brand. (Fahy & Jobber 2012, 146.) 
 
3.5.2 Creating a strong brand 
 
It is not easy to develop a brand and it most certainly is neither cheap nor fast, but it re-
quires time, patience and money. Once it is accomplished, however, a strong brand benefits 
both the company behind the brand and the consumers. Possessing a strong brand makes an 
organization much more valuable and it generates sales and profits. Brand strength is meas-
ured by a concept called brand equity, where the higher the brand equity is the more it gen-
erates tangible value, which is sales and profits. Brand equity consists of brand awareness, 
brand associations, brand loyalty and perceived brand quality, which will all be explained lat-
er on in the chapter. As mentioned earlier, returning customers are the best customers, as 
they bring in the profits constantly, and these are the type of customers that brands try to 
attract. Strong brands often create positive consumer perceptions and preferences and they 
lead to brand loyalty, which can sometimes be a very strong bond between the customer and 
the company. The strong positive consumer perceptions are also the reason why it is difficult 
for new brands to compete with the ruling brand. Even if the new brand’s product is a little 
bit better than the old one, the simple fact that it is better may not be enough to change the 
positive perceptions and displace the ruling brand. (Fahy & Jobber 2012, 146-147; Harris 
2009, 29.) 
 
Having a strong brand also allows high pricing, as people are willing to pay for the brand and 
the added value they feel they receive when they buy the exact product, which is the per-
ceived brand value. Distributing goods is easier for strong brands, as compared to their weak-
er competitors, due to the fact that retailers are more eager to buy products that sell than 
ones that do not, and strong brands do not need to give in to discount requests by retailers as 
easily as weaker brands. (Fahy & Jobber 2012, 147-148; Harris 2009, 185.) 
 
Organizations create brands to make their products known and beat their competitors, but 
that does not mean that the brand loyal consumers do not get something in return. Brands are 
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a source of information. They provide potential customers with crucial information about the 
product and its benefits, thus helping the customer make a buying decision, which is a big 
help as there are a lot of manufacturers making similar products. The communicated infor-
mation also makes it easier for the customers to identify the products. Knowing from past 
experience, that products of a certain brand are quality products and that they will not fail in 
any area, lowers the buyers’ risks. The risks include the risk that the product does not meet 
expectations, risk that it is not worth the price and risk of producing social embarrassment. 
Brands are a means to expressing one’s self. Cars, clothing and music all make a statement of 
the person driving, wearing and listening to them and products by strong brands further en-
hance that statement. (Fahy & Jobber 2012, 148.) 
 
Creating a successful brand requires a combination of all seven or at least some of the factors 
which will be discussed next. The first and the most essential of the seven factors that are 
needed to create a brand is quality. There is no brand in the world that does not satisfy cus-
tomers with the quality of the product. The simple fact, as funny as it may sound, that prod-
ucts do not achieve the basic functional requirements expected of them, is the main reason 
for brand failure. (Jobber 2004, 267-268.) 
 
The second point is positioning of a brand. A brand requires a carefully chosen target market 
and differentiating the brand from others in the minds of the target market is equally im-
portant. This is achieved by brand names, image, service, design, guarantees, packaging and 
delivery. As competition is fierce, efficient positioning requires a combination of at least a 
few of these factors. Assessing the brands positioning can be done by examining six elements, 
which are brand domain, brand heritage, brand values, brand assets, brand personality and 
brand reflection. By analyzing all these six points, brand managers can draw conclusions on 
whether the brand is well positioned or if it requires repositioning. Brand domain is the target 
market where the brand competes in the marketplace. (Jobber 2004, 269.) 
 
Brand heritage is the history of the brand; how the brand achieved success and how it possi-
bly failed. Brand values are the characteristics and core values of a brand. Brand values can 
relate to any aspect of the product and it can also be said that brand values only exist in cus-
tomers’ minds. Brand assets are those elements that make the brand itself stand out from the 
competing brands, for example symbols, features, images and relationships. Brand personality 
is the brand depicted as other entities, such as people, animals or objects. Brand reflection 
means how the customers perceive themselves as a result of using a product of a certain 
brand. (Jobber 2004, 270-271; B2binternational.com.) 
 
The third factor to be considered when creating a brand is repositioning. As markets change, 
repositioning, which means finding a new target market, may become unavoidable in order to 
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keep the brand alive, but sometimes repositioning is just something that is done due to new 
opportunities. Fourth, well-blended communications is about creating the image in the minds 
of the target audience. The picture painted needs to be clear, it needs to project the brand 
personality and reinforce desired attitudes. This is achieved through advertising, selling, pub-
lic relations and other promotional activities. The brand can also be made more noticeable by 
dashing display and packaging and making the brand logo, slogan, name and visual appear-
ance more familiar to customers. (Jobber 2004, 271-272.) 
 
Being first is the fifth point in creating a strong brand. Even though it may sound like an im-
possible task to be the first to create something new in the world, where it feels like every-
thing has already been invented, research shows that being first in the market does present 
an advantage over the future competitors. Being first gives the company a head start and al-
lows it to paint the picture in customers’ minds before competition enters the markets. In 
addition, making the markets before competition allows the building of customer and distrib-
utor bases. Other advantages of being first include technological leadership, cost advantages 
and the acquisition and control of resources. Being first does not necessarily mean inventing 
new technology, but it can also mean being the first to enter mass production with a product 
that was someone else’s innovation. America’s Ampex created the video recorder in the 
1950’s, but they were selling it for 50000 dollars and were not trying to cut manufacturing 
costs and sell it for cheaper, thus not getting many pieces sold, if any. After twenty years 
Sony, JVC and Matsushita entered the mass markets with a similar product that cost only 500 
dollars and it became a hit. (Jobber 2004, 272.) 
 
Building a brand takes a long time, and this is one of the seven key points in building a suc-
cessful brand. Brand building is a long term activity and not only because it takes time and 
effort to build a brand, but also because it needs to be managed and maintained when it has 
been built. From a brand manager’s point of view, it may seem tempting to cut back on ex-
penditure of, for example, advertising, when the brand is successful. This type of action will 
cut costs and thus raise profits in the short term, but it has serious potential of harming the 
brand by lowering the brand awareness, which is the level of recognition of a brand and its 
products among consumers. (Harris 2009, 29; Jobber 2004, 272.) 
 
The seventh key aspect in building a successful brand is internal marketing, which was al-
ready looked at more closely earlier. Very often, especially when an organization is building 
awareness and loyalty, the marketing focus is on building the company image. In service busi-
ness in particular, it is essential to train and communicate with internal staff, thus making 
them understand how the company brand is built, as the staff members are the ones that in-
teract with the customers and deliver the brand to them. (Jobber 2004, 273.) 
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3.5.3 Branding in Helsinki ScubaTravel 
 
Being a PADI 5 Star Instructor Development Center is an enormous advantage brand wise. 
Working with a strong worldwide brand like PADI, it is much easier to sell diving courses than 
it would be without PADI logos in the windows. The local people who have already used Hel-
sinki ScubaTravel’s services already know the quality they will get when they return, but for 
new customers it is easier to make the choice to go to Helsinki ScubaTravel as they are a part 
of PADI diving centers. 
 
In addition to the perceived value that PADI brings as a brand, being affiliated with PADI 
grants access to certain PADI marketing tools and of-course the chance to certify divers with 
worldwide diving certifications. Being able to ride on the PADI brand has also allowed Helsinki 
ScubaTravel to keep their prices high, as people will pay for the quality brand services and 
products. 
 
As diving is becoming more popular every day, it means that the markets face a shift also. 
People from different age groups and with different preferences and expectations become 
part of the clientele, which presents a need for brand repositioning. New marketing strate-
gies need to be adopted in order to cater for the new customers as well. 
 
3.6 Marketing and branding trends 
 
Marketing and branding have undergone a lot of changes over time and especially during the 
last five years. People working in the marketing sector need to be informed about technologi-
cal advances and changes in the way of thinking in order to reach people with marketing. The 
recent, present and upcoming trends of marketing will be discussed in this chapter. (CMO 
2013.) 
 
3.6.1 The Internet 
 
The Internet itself, or marketing and branding on the Internet, are not new trends but certain 
types of marketing on the Internet is gaining more and more popularity. Marketing on the In-
ternet has become popular since the Internet was first introduced and especially in the 21st 
century. Internet advertising is worth 23 billion dollars in the US alone and in the UK it com-
prises over 20 per cent of the advertising in total. The reasons behind Internet marketing be-
ing as popular as it is, is the high use of Internet around the world, as well as the low costs 
and the fact that Internet marketing comes in many forms and it is very flexible. Text, audio, 
video and animation can all be combined in Internet marketing and it can be targeted at spe-
cific groups. However, as Internet marketing is starting to be on every site there is, irritation 
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has been sensed among Internet users as pop-up windows continuously appear and advertise-
ments often precede the actual desired material. This is why Internet advertisement should 
be targeted very carefully in order to gain the advantages without irritating people. (Fahy & 
Jobber 2012, 265-266.) 
 
A very efficient method of Internet advertising without irritating consumers is search engine 
advertising. Search engines like Google, Yahoo and Bing help people find the sites, products 
and services they are looking for. The way the search engines often operate is called word 
sponsorship, which is when the search engine sells a key word for the highest bidder and 
when the word is searched for on the search engine, the auction winner’s website appears on 
the top of the list of search results. Another method is the price per click method, where the 
company searched for pays the search engine for every click they receive on the search en-
gine. As people search for specific things, this is much more cost efficient than banner ads, 
which are not sought by people, but instead are there for the possible passerby. Companies 
can improve their chances on search engines by search engine optimization, which means ad-
justing the website’s structure and content in order to improve its position on the list of 
search results. (Fahy & Jobber 2012, 266.) 
 
E-mail marketing, which was already briefly discussed earlier in the chapter, has a lot in 
common with its predecessor, the traditional direct mail. They are both easy to use, produc-
tion costs are low and sending costs practically nothing. However, they also share the same 
problem, which is junk mail. Companies need to be careful with the amount of e-mail adver-
tising they use, as advertisement e-mails are often regarded as spam due to the sheer amount 
of junk mail received, thus they are often deleted without reading. This is why permission 
marketing has become popular. When the customer has given his or her consent to be sent e-
mails to, the advertising is a lot more effective. It is important that e-mail communications 
include some form of call-to-action, so that the effectiveness of each marketing campaign of 
this type can be measured. (Fahy & Jobber 2012, 266; Kotler 2000, 669.) 
 
Social media marketing, which is the freshest trend of this subchapter, has been on the rise in 
the recent years, and it is gaining popularity still. Social media is characterized by three ele-
ments that are all interconnected and complement each other, these elements are communi-
cations media, content and social interaction. Communications media is the virtual infrastruc-
ture online that allows people to interact in real time. Content is the reason why people 
come to the site to begin with, whether it is photos in Flickr or news about old friends in Fa-
cebook. Social interaction is the communication between users online. Facebook, Twitter, 
Instagram and YouTube and blogs are all social media sites suitable for communicating with 
and engaging customers online and the use of social media marketing is gaining popularity 
due to its advantages and effectiveness. For example, advertising on Facebook can be target-
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ed according to age, gender, marital status, education, location and interests, which means 
that the potential customers are advertised to instead of random people collectively. Market-
ing on Facebook has potential in permission marketing as well, because consumers can choose 
which companies to follow or “like”, and they get messages on their walls accordingly. These 
messages are also often seen by the friends of the person following the company, which mul-
tiplies the effect of the advertisement. When executing social media marketing campaigns, 
companies need to keep certain things in mind. The most important point is that the compa-
nies do not have total control over what is being said about the company, its products or 
brands. Social media works like online word-of-mouth where consumers comment on prod-
ucts, upload videos and blog and tweet their experiences, good and bad alike. (Amerland 
2011, 64, 67; Dann & Dann 2011, 345; Fahy & Jobber 2012, 267.) 
 
3.6.2 Sustainable marketing 
 
Where-ever we are we can see hints of a trend that is not a brand new one, but nevertheless 
a very persistent one. This trend is sustainability. During the past couple centuries the mar-
kets have seen a number of products with labels stating “eco”, “organic” or “environmental 
friendly” etcetera. Sustainable marketing is an important part of a company’s marketing 
strategy that contributes towards a healthier world and appeals to the sustainable-minded 
consumers. Sustainability and sustainable marketing are both issues that are more current 
than ever before, and these are the topics that will be discussed in this chapter. (Belz & 
Peattie 2009, 16-17; Murr 2008, 1.) 
 
As the unhealthy means of production and consumption in the twentieth century have led to 
unsustainable environmental and social consequences, there is no doubt that new, more envi-
ronmentally friendly - more sustainable - alternatives to industrial growth are urgently need-
ed. Sustainability is defined by ecological, economic and social criteria. The ecological crite-
ria include the protection of environment in forms of minimization of emissions, potential 
dangers and the use of resources locally as well as globally. The social dimension consists of 
implementation of solidarity and creating opportunities of prosperity and overall chances for 
living. Health and educational issues also fall under the social criteria. The economic criteria 
consist of the opportunities for the business to create jobs and improve the quality of life. 
(Belz & Peattie 2009, 16-17; Murr 2008, 4-5.) 
 
It has been argued that a new marketing mix model should be taken to use to integrate the 
sustainable way of thinking and that the sustainable aspects should be integrated to all areas 
of business from consumers to suppliers. Studies show that consumers want to change their 
actions to meet the standards of sustainability and sustainability in business is not just some-
thing that costs money and has to be done because consumers demand it, but instead it has 
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been and is an opportunity for a new marketing strategy. Companies that refused environ-
mental protection in the 1990s missed a huge opportunity for a very potential marketing op-
portunity and a chance for innovative growth. Especially the high education/high income con-
sumers are willing to switch brands when a brand receives negative publicity regarding social 
responsibility issues. At the end of 1990s Nike faced difficult times when it came to publicity 
that human rights were violated and people worked in inhumane working conditions in Nike’s 
Asian factories. Nike’s sales figures declined in western countries and Nike joined the Fair 
Labour Association and established a department for Corporate Social Responsibility. Nowa-
days company values and mission statements are often sustainability related. (Murr 2008, 6-
14, 30-31.) 
 
There are lists that state the most sustainable companies in the world. Being on a list like this 
is naturally a positive thing for a company and can be used in advantage of the company in 
their marketing. Umicore, which is a Belgian materials technology and recycling group was 
chosen as the most sustainable company of 2013 in one of these lists. Fourth on the same list 
ranks a company that is probably a better known one in Finland, Neste Oil. Neste oil’s list of 
values starts with responsibility. They state on their website that they “care about the well-
being and safety of others”, that their “operations have the minimum possible negative im-
pact on the natural environment and the surrounding community” and that they “are commit-
ted to promoting the quality of people’s lives”. In order to have credible and responsible sus-
tainability marketing strategies, corporations’ values need to reflect sustainability and they 
need to be in line with their visions, missions, philosophies and principles. (Belz & Peattie 
2009, 103, 108; Forbes 2013; Murr 2008, 31; Neste oil 2013; Umicore 2013.) 
 
3.6.3 Sensory marketing 
 
Sensory marketing is a fairly new part of marketing strategy. Of the five human senses, which 
are smell, taste, sound, sight and touch, four have been well ignored in marketing until only 
quite recently. It is through these senses that each and every purchase and consumption pro-
cess is experienced and firms, products and brands are perceived. By taking further ad-
vantage of human senses in marketing a company has a better chance of succeeding in mar-
keting and creating a more unique sensory experience for the customer. The sight sense has 
been dominating marketing practice and only recently, as practitioners, researchers and con-
sultants have become interested in the other four senses, have they started to receive in-
creased attention. The following chapters discuss how senses can be utilized in marketing. 
(Broweus, Hulten & Van Dijk 2009, 1.) 
 
The human nose can remember 10000 different smells, and we do not even need to be con-
scious about the smell for it to be registered for the first time. According to a global study 80 
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percent of men and 90 percent of women have associations between particular scents and 
specific memories and experiences. As it is the sense of smell that mostly leads us in the 
search for daily pleasure and well-being, the scent experts in the USA agree that using scents 
is the best way to achieve a sensory experience. Retailers and service providers have also re-
alized this and have started using scents to create smells and smell experiences for custom-
ers. Scents can be used in different ways but the most obvious way to use a scent is as prima-
ry product attribute, such as in deodorants. However, scents can be applied to products, for 
example in advertisement purposes or to differentiate, position and strengthen a brand and 
its image. Profits have been shown to increase by up to 40 percent in some situations due to 
scent applying. (Broweus et al. 2009, 41-43; Krishna 2010, 75.) 
 
Scents affect people deeply and enhance their well-being which is why people also express 
themselves with smells. Scents have almost always been used to express ones identity and to 
tell others who one is. Thirty to forty new scents are introduced in the markets every year 
and scents are not only used by people on themselves, but scents are also used in houses and 
cars, on pets and newspapers. 86 percent of Americans and 69 percent of Europeans value the 
scent of a car in a buying situation and in fact, scents are perceived as almost a necessity in a 
car, comparable to seat heaters, mug holders and DVD-players. As mentioned earlier, scents 
are applied to almost everything nowadays, print media being one of those things. Publishers 
apply scents to their newspapers and magazines by special scent strips in order to increase 
awareness. This type of scent applying seems to be working as 84 percent of people who see a 
scented advertisement in a newspaper, react to it. This leads to increased buying interest in 
the readers, leading to increased brand awareness. (Broweus et al. 2009, 45-47.) 
 
Sounds are all around us and sometimes we pay attention to them but other times they are 
merely background noise. People use sounds to express themselves. Opinions, feelings and 
arguments are all communicated verbally with the help of facial expressions and body lan-
guage. People also identify themselves through sound. The music we enjoy listening to can be 
accessed at any time with the technology we have. Sounds have been used in mass marketing 
since the early twentieth century, mainly in radio and television, for the purpose of dramatiz-
ing and enhancing of the idea in a commercial. More recently companies have started to real-
ize the full potential of sounds in marketing. Just like individuals, companies have realized 
the potential of expressing and identifying themselves through sound. To create and increase 
brand awareness, companies deliberately use short jingles, voice and music. (Broweus et al. 
2009, 67-70.) 
 
Jingles began playing in marketing context as early as the 1920s and became important in 
marketing during the following decades. Jingles are characterized by short lyrics and com-
mercial messages and they stick in peoples’ minds due to their short length and high repeti-
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tion. Catchy jingles often tend to sound similar to songs by recording artists. Voices in sensory 
marketing inform customers and enhance the message. It is important that the voice is pleas-
ant to listen to as well as personal, emotional and friendly. This way the voice helps create a 
positive sound experience and associate it with the brand. Music helps to shape and enhance 
the brand’s identity and image and it affects customer actions, conscious as well as uncon-
scious, as music evokes the past and transports to another place. Music also creates a feeling 
of group belonging and can win customers’ trust and create associations, which are the feel-
ings, beliefs and experiences consumers have of the brand. Music makes people feel comfort-
able and in a service or buying situation it sometimes makes people stay longer and thus 
spend more money and recommend the store or service provider to acquaintances. (Broweus 
et & al. 2009, 71-75; Harris 2009, 29; Lindstrom 2005, 74.) 
 
In order for a firm or a brand to stand out from the mass, it needs to be seen more clearly 
than ever. Firms use different techniques to visualize and clarify their brand and to receive 
consumers’ undivided attention. To be noticed, brands need to be characterized by a memo-
rable logotype, stylish design, appropriate shapes, sizes and colors of the product and well-
designed service outlets with appropriate lighting and graphics and appealing interior and ex-
terior. The visual aspect is important also when designing advertising campaigns. Electronic 
media and the Internet both offer perfect tools for the use of such visual elements as design, 
logotype, style and symbols, to help build brand awareness and create image. (Broweus et al. 
2009, 87-91.) 
 
Tastes are detected by taste buds that are located mainly on the tongue, but they exist also 
in the palate and throat. This meaning that when we put something in our mouths and it hits 
the taste buds, we experience the taste of whatever it is that is eaten. However, the taste 
sense is more complex than that, as how the food feels, looks, smells and sounds, all contrib-
ute to the culinary experience as well. Taste experiences are influenced to a large extent by 
the smell sense. The inability to smell food reduces the perceived taste experience by as 
much as 80 percent. The way the food feels in our mouth and how it looks on the plate both 
contribute to the taste experience as well. (Broweus et al. 2009, 114, 116-118; Lindstrom 
2005, 28.) 
 
The last of the five senses, the touch sense, is often overlooked in marketing and firms have 
long considered it as unnecessary for a sensory experience, due to which it has not been stud-
ied in marketing very much. However, touching a product and feeling it, as well as how the 
customer is touched in a service situation, where touching is necessary, is of high importance 
when it comes to sensory brand experience. The material and surface of a product and ser-
vice environment affect the way people perceive a brand. A product made of natural materi-
als, such as wood and leather make people feel relaxed and in harmony with nature, and they 
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also hint towards luxury. People judge products and the brand behind them the same way 
they judge people by their appearance. If a product is made of cheap unappealing materials, 
it is often perceived as irrational and impractical. (Broweus et al. 2009, 134, 139-140; Krishna 
2010, 17.) 
 
The way materials feel in service environments gives consumers an impression of the brand. 
The softness of the floor has been shown, by a research, to have an impact on the perception 
and thus the most used flooring material in Europe in the beginning of the 21st century was 
laminate. Temperature is also sensed by the touch sense and the temperature of a product or 
service environment is important to customers. Another factor that affects how a consumer 
sees a brand and a product is the weight of the product. Light plastic products are often seen 
as cheap and low of quality, whereas heavy communicates high quality. (Broweus et al. 2009, 
139-142.) 
 
3.6.4 Travel marketing trends for 2014 
 
Frederic Gonzalo, a Canadian marketing expert, the owner of Gonzalo Marketing, predicts 
five dominant travel marketing trends for the year 2014. These trends are the automated pas-
senger, mobile bookings, TripAdvisor, DMO vs. collaborative economy and niches. Several ser-
vices and processes that happen during air travel especially, have already been automated. 
For instance self-check-in, which reduces queuing at the airport. However, Gonzalo predicts 
further advancement and more automated and electronic passenger services that speed up 
the check-in process. (Social media today, 2013.) 
 
Mobile bookings, which is closely related to the previous point, was on the rise in 2013, and 
can be expected to further increase in 2014. Approximately 50 percent of bookings were 
made on mobile devices in 2013 which means that service providers will be spending time and 
money on improving their mobile applications. One service provider that will most likely be 
doing this is TripAdvisor. The success of TripAdvisor began the moment it was established in 
2011 and it has been aggressively growing ever since. TripAdvisor is now making new con-
quests, as it has started to put effort in bringing restaurants, spas and attractions a part of its 
catalogue. (Social media today 2013.) 
 
Destination Marketing Organizations, or DMOs, may be facing difficult times, as collaborative 
economy raises its head. As platforms such as TripAdvisor and AirBnB can already offer nearly 
all the information one needs on a journey, what role do the destinations have? Some destina-
tions are confronting the phenomenon while others are looking the other way, hoping it will 
go away. In case Gonzalo is correct, and the collaborative economy continues to gain popular-
ity, DMOs that fail to see the change will be in the trouble. (Social media today 2013.) 
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The last trend predicted by Gonzalo is niche. Niche has been a top conversation topic for 
some time now, but Gonzalo expects it to gain even more popularity in 2014. He lists some of 
the niches that should be targeted, for example Millenials & Generation C, Multi-generational 
travel and Foodies. Millenials & Generation C means young adults from 18 to 30 years of age. 
These young adults have different expectations of a holiday as compared to the boomers for 
example, such as free Wi-Fi and breakfast. This is an important niche as young adults are the 
ones who share their travel experiences on social media. Multi-generational traveling is com-
mon nowadays and a group of as many as four generations of people can be traveling togeth-
er. This kind of travel group should be catered differently as opposed to a group of young 
adults, for example. People traveling after food is nothing new, but this trend is on the rise, 
and not the least due to the sheer number of food and cooking related TV-shows. (Social me-
dia today 2013.) 
 
3.6.5 Marketing trends in Helsinki ScubaTravel 
 
A marketing opportunity for Helsinki ScubaTravel lies in sustainable marketing. As care for 
the environment is raising its head, it would be more than natural for the enterprises that are 
close to nature to do so as well. AWARE event, which is an annual one day dive site and beach 
cleanup event, has been held in Helsinki for a few years now. It has brought the condition of 
the surrounding waters and the existence of Helsinki ScubaTravel to the attention of the peo-
ple living in the Helsinki metropolitan area. PADI Diving professionals are instructed in their 
training towards ecological actions and way of thinking, but often it does not show to the out-
siders as a collective state of mind in dive centers or the dive industry. With some effort and 
additions in every day marketing actions, sustainability could be turned in to a strategy. 
 
Target marketing in the form of demand marketing presents another opportunity for Helsinki 
ScubaTravel. This would be fairly effortless, as every customer that attends a course at Hel-
sinki ScubaTravel fills in a student record file. The file has questions regarding interests, such 
as what courses the customer is interested in and where the customer would like to dive. All 
that needs to be done is ask the customer to answer these questions and then ask for the cus-
tomers consent to send him or her offers and deals about new courses and diving trips. After 
that make a list of all the customers who would like to receive these deals, and post a month-
ly newsletter. 
 
Sense marketing can sometimes be, depending on the business, difficult to utilize. Helsinki 
ScubaTravel has taken measures to make the service delivery environment, the dive center, 
more visual by using video screens that advertise different products in form of diving videos. 
When marketing diving, scents can be used in a diving advertisement on a newspaper, by ap-
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plying the scent of the tropics, for example, to the advertisement. Sounds can be used by 
creating a jingle for example, and playing it in a television advertisement. Helsinki Scuba-
Travel utilizes social media marketing by posting photos, advertisements and new deals on 
Facebook. 
 
 
4 The research plan and realization 
 
As mentioned in the introduction, the aim of this research was to create a customer profile 
for Helsinki ScubaTravel and to improve marketing. The customer profile was created by mak-
ing use of quantitative research method. The quantitative data was gathered from an existing 
source of student record file cards, which contain all essential information of all customers 
that have taken a diving course at Helsinki ScubaTravel. The information was first transferred 
from the student record files to a chart (appendix 1) on Microsoft Word and then inserted one 
customer’s data at a time to a questionnaire created with SurveyPal. Customers other than 
those who attended a course were excluded from the research due to lack of data. The data 
dates back to year 2005 when Helsinki ScubaTravel was established and it ends at the end of 
2013. This nine year period adds up to 1783 customers who attended one or more courses at 
Helsinki ScubaTravel. The information used in this research includes demographic information 
such as age, sex, place of residence and income, as well as customer behavior information 
like the course customers first came to Helsinki ScubaTravel for, whether or not they took 
another course at Helsinki ScubaTravel, where they found the information about the course 
and why they wanted to take on diving. 
 
There are six age groups in the research, which are 10-15, 16-20, 21-30, 31-40, 41-50, 51 and 
older. The young are divided into two smaller groups to separate the children from the young 
adults. 51 and older is the last group due to the small number of senior divers. The place of 
residence includes four groups which are Helsinki metropolitan area, Uusimaa, the rest of Fin-
land and foreign countries. Helsinki, Espoo and Vantaa were combined into one area, Helsinki 
metropolitan area, because there have been plans of uniting them and marketing that reach-
es people in Helsinki can effortlessly be extended to the surrounding cities. The income of 
the customers is an estimate and it is based on the customers’ occupation. It is divided into 
three groups which are low, medium and high. Low is 0-2000, medium 2001-4000 and high is 
4001 Euros and up. The customers’ occupations could have been listed, but it was concluded 
that there would have been too much dispersion, and as such it would have been of no use. 
 
The courses are the first four PADI courses, which are Open Water Diver (OWD) and Open Wa-
ter Diver Referral, which means that the open water dives of the course are done elsewhere, 
Advanced Open Water Diver (AOWD), Emergency First Response (EFR) and Rescue Diver (RD). 
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EFR is not a diving related course, but it is offered because attending Rescue Diver course has 
a prerequisite of knowing first aid and CPR and being trained for it during the previous two 
years. (PADI 2014) The specialty courses, such as wreck-, cave-, current-, deep-, dry suit- and 
ice diving courses are all combined to one entity, as are the professional courses, such as 
Divemaster, Assistant Instructor, Instructor and Emergency First Response Instructor courses. 
In addition to the already mentioned recreational and professional courses, there is one more 
group, which is technical diving. There are two more diving activities offered at Helsinki Scu-
baTravel, which are introduction dive and scuba review. Introduction dive is precisely as the 
name suggests, a brief session during which customers are introduced to diving in a safe envi-
ronment. Introduction dives are a means of marketing, and it is always the aim to sell OWD 
course to the introduction customers. Review is a session for already certified divers who 
need practice in diving due to a long period of inactivity in diving, for example. There is no 
student record file for customers who attend a review or an introduction dive, due to which 
they are omitted from the research. The existing data was typed into a survey program called 
Survey Pal with the help of a research assistant and then analyzed and turned into graphs 
with the help of SurveyPal. 
 
The hypothesis for the research is that 75 percent of the customers attended OWD as their 
first course at Helsinki ScubaTravel and that 90 percent of the customers are residents in the 
Helsinki metropolitan area and age group 21 to 30 years of age comprises 50 percent of the 
customers. Approximately 60 percent of the customers are male, 50 percent of the customers 
have medium income, and 40 percent have taken more than one course. As what comes to 
how people found out about dive courses and why they wanted to take on diving, internet and 
word-of-mouth are probably the most common reasons for the first and nature and the ex-
citement of a new hobby for the latter one. This hypothesis is purely based on the author’s 
experience and observations while working in the dive industry. 
 
4.1 Quantitative research method 
 
The aim of quantitative analysis is to acquire general measurable information that can be 
generalized to a larger population. The data gathered is used to draw a conclusion that de-
picts the researched data as a whole. (Virtuaaliammattikorkeakoulu 2014.) 
 
Quantitative research method was found applicable for the thesis at hand, as the data gath-
ered is measurable and it can be generalized. Sampling, reliability and validity are important 
aspects of quantitative research and they will be elaborated more thoroughly in the following 
subchapters. 
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4.1.1 Sampling 
 
Sampling means selecting a sample of the elements from which the data will be gathered. 
Sampling is used as it is often not reasonable to include each member of the population in the 
research. Including too big a group of elements is neither cost nor time effective. Samples are 
chosen from a sampling frame, which is a listing of all the elements from which the sample 
itself will be taken. A sample frame could be, for example, all the customers of a business. 
(Ghauri & Gronhaug 2010, 138.) 
 
There are two different sampling procedures, which are probability and non-probability sam-
pling. Probability sampling utilizes random selection, which means that every individual in the 
population has an equal chance to be chosen to the sample group. Non-probability sampling 
differs from probability sampling in a way that there is no randomness involved. This means 
that the sample is chosen with a certain type of elements in mind, and the sample may not be 
representative of the population. The sample in this research is the course customers of Hel-
sinki ScubaTravel and the sample includes, as rare as it is, the whole population. (Ghauri & 
Gronhaug 2010, 138; Gray 2009, 148.) 
 
 
4.1.2 Reliability and validity 
 
Reliability means that two measures of the same thing are consistent, which leads to the con-
clusion, that a reliable research tool must give the same results on another day. Reliability 
can be measured in several different ways, like stability and equivalence. Stability measures 
the differences in the results of the same test on difference occasions. Equivalence means 
using another research instrument on the same set of subjects, preferably on the same occa-
sion, in order to test the reliability of the results. (Gray 2009, 158-159.) 
 
In order for research results to be valid, the research must measure what was intended. Va-
lidity can be divided to internal and external validity. The internal validity of a research ex-
amines whether the results are a cause of what was hypothesized. External validity means the 
extent to which the results are valid and generalizable to a larger population. The reliability 
and validity of this research can not be questioned as the whole population acted as sample 
and the research measured exactly what was intended. (Gray 2009, 155-156; Anttila 1996, 
403.) 
 
 
5 The results 
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When all the data was typed in to SurveyPal, it was noticed that there were 1783 answers in 
the first question, 1778 in the second one, 1779 in the third, 1880 in the fourth, 1782 in the 
fifth and 1775 in the sixth question, even though there should have been equal amount of an-
swers in all the questions. This is either due to an error in SurveyPal or a humane error. 
Whatever the reason may be, the difference in the amount of answers is eight at the largest, 
which is under 0.5 percent of the total, thus it does not compromise the reliability of the re-
search. 
 
5.1 Demographic information 
 
There were customers from all six age groups, but two of the groups were significantly domi-
nant (figure 1). These age groups were 31-40 years old with 582 (32.6 percent) customers and 
21-30 years of age with 615 (34.5 percent) customers. The third largest group of customers 
was the 41-50 years of age with 247 (13.9 percent) customers. There were approximately the 
same amount of customers in age groups 10-15, 16-20 and 51 and older with 94 (5.3 percent) 
children, 112 (6.3 percent) teenagers and 109 (6.1 percent) seniors. 24 (1.3 percent) custom-
ers did not state their age. What can be concluded from the age distribution is that diving is 
clearly a sport that is the most popular amongst young adults, but nonetheless a sport for all 
ages. What further supports the fact that everyone, no matter how old or young, can dive is 
that the youngest customer was 10 years of age and the oldest 69 years of age. Children 0-9 
years of age have to be excluded, as 10 is the age requirement for PADI OWD. 
 
As was expected, most of the customers were residents in the Helsinki metropolitan area 
(figure 2). Customers from Helsinki, Espoo and Vantaa totaled 1589 (89.4 percent), with only 
119 (6.7 percent) customers from Uusimaa and 60 (3.4 percent) from other parts of Finland. 4 
(0.2 percent) of the customers stated outside of Finland as their place of residence and 6 (0.3 
percent) did not name their place of residence. This clearly shows that the majority of Hel-
sinki ScubaTravel’s customers come from the nearby areas and this is where the marketing 
should be focused. 
 
1092 (61.3 percent) of customers were male and 684 (38.4 percent) female. (figure 3) It was 
impossible to tell from 4 (0.2 percent) of the customers whether they were male or female as 
they had not written their name on the student record file and there was no photo of them. It 
is understandable that males are the majority among divers, with diving being an extreme 
sport, but nearly two fifths being female shows that it is not all male sport and that there is 
interest in diving among females. 
 
Most of the customers at Helsinki ScubaTravel have average income between 2001 and 4000 
Euros (Figure 4). 714 (40.1 percent) customers who stated their occupancy were estimated to 
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have medium income and 233 (13.1 percent) low income. The ones with low income were 
mainly students and children. High income customers totaled only 132 (7.4 percent) and 700 
(39.3 percent) did not state their occupancy due to which their salaries could not be estimat-
ed. 
 
5.2 Diving related information 
 
From the first courses that customers attended at Helsinki ScubaTravel, OWD was the most 
popular with 659 (37 percent) participants and OWD referral the second most popular with 
625 (35.1 percent) participants (Figure 5). The third most popular course, or courses in this 
case, were the specialty courses. 231 (13 percent) customers came to Helsinki ScubaTravel 
for specialty courses, which include foe example Digital Underwater Photography-, Wreck-, 
Night-, Deep- or Ice diving course etc. The high percentage of customers doing specialties can 
be explained, to some extent at least, by the large amount of different specialties where 
everyone can pick their favorite. However, it does not erase the fact that specialties are pop-
ular and more people attended a specialty than AOWD, which was the first course for 79 (4.4 
percent) customers. RD was also more popular than AOWD with 114 (6.4 percent) customers 
and after AOWD came the non-diving course EFR with 42 (2.4 percent) customers, Profession-
al courses with 20 (1.1 percent) customers and technical diving courses with 6 (0.3 percent) 
customers. 6 (0.3 percent) customers did not have a course marked on their record file, 
which suggests that they never started a course after all. 
 
1465 (82.5 percent) customers attended only one course and did not return for a second 
course (Figure 6). Whether they came back to buy, maintain or rent equipment, cannot be 
concluded from this research, as there is no data of what customers bought, rent or had 
maintained. A further investigation of the results shows that only 110 (16.4 percent) custom-
ers whose first course was OWD, were returning customers and the same figure for those who 
attended OWD referral as their first course at Helsinki ScubaTravel is 55 (8.4 percent) cus-
tomers.  
 
Of the 318 returning customers, the percentages of people belonging to different age groups 
were close to those of the total of 1783 customers (Figure 7). The percentage of 10-15 year 
old returning customers was 1.9 percent, 16-20 years old 2.9 percent, 21-30 years old 28.7 
percent, 31-40 years old 44.5 percent, 41-50 years old 15.2 percent and 51 and older 6.2 per-
cent. None of the customers that did not state their date of birth returned for another 
course. By comparing these percentages to the ones of the total sample, it can be concluded, 
that the 31 years of age and older are more likely to be returning customers than the younger 
ones. From the results a conclusion can be drawn, that potential customers 30 years of age 
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and under need to be targeted more precisely in order to create more long term customer-
ships. 
 
Male customers showed more customer loyalty than female customers (figure 8). 69.3 percent 
of the returning customers were male and 30.7 percent female whereas the percentage for 
the total amount of male customers was 61.3 percent and 38.4 for female customers. Place of 
residence and income had no significant influence on whether a customer returned to attend 
another course or not, but the percentages were in correspondence with the percentages for 
the total sample. 
 
The first course customers attend seems to have an impact on the future customer relation-
ship (figure 9). 108 OWD customers of the total 659 returned for another course which is ap-
proximately every sixth customer. The same figure for AOWD customers was 32 out of 79 
which means almost every other customer. 35 out of 114 of RD customers, which is approxi-
mately every third, 9 out of 42 of EFR customers, approximately every fifth and 62 out of 231 
Specialty course customers, which is approximately every fourth customer, were returning 
customers. 52 of the 625 OWD referral customers were returning customers, which is less 
than one out of ten customers. 11 out of 20 customers that attended a professional course as 
their first course at Helsinki ScubaTravel returned for another course. One of six technical 
divers and none of the customers that did not have a course marked in the student file were 
returning customers. 
 
The fact that OWD and OWD referral are the most popular courses, with over 70 percent of 
customers attending one of them as their first course, combined with the fact that 82.5 per-
cent of customers attended only one course, plus the fact that only one out of six OWD and 
less than one out of ten OWD referral customers were returning customers and the author’s 
experience and observations of the diving scene in Finland indicates, that a large number of 
Helsinki ScubaTravel’s customers are so called vacation divers. Vacation diver is an expression 
that is used among the diving professionals, it refers to divers who want to acquire their div-
ing certificate in a safe environment in their own mother’s tongue before they go traveling, 
and they will in most cases never dive in Finland. 
 
Sometimes the most important and effective promotion comes from outside the company. 
This type of messages may originate, for example, from other customers or media and they 
can be controlled merely by keeping customers and media satisfied with quality. Word of 
mouth is often the most important type of promotion for a company, since the word of an 
acquaintance is considered more trustworthy than the word coming from the company selling. 
Word of mouth does not have to be spoken anymore, but reviews and blogs on the Internet 
are also part of it. The satisfaction or dissatisfaction of a customer will affect the amount and 
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content of word of mouth and also the probability that the customer will say anything to any-
one. The stronger the view about the company, the more and more probably the customer 
will speak about the company and when the view is negative the customer will be even more 
likely to share opinions. Dissatisfied customers can often be discreetly persuaded to spread 
positive word of mouth by quickly reacting to the reason of disappointment and solving the 
problem. (Lovelock & Wirtz 2007, 172) The motives behind choosing Helsinki ScubaTravel and 
diving as a hobby were left unraveled as only 182 customers filled in the information for the 
first question and 52 for the latter one. With so few answers to the questions, the data can-
not be held reliable, but it is worth mentioning, that 30.2 percent of the customers that an-
swered the question chose Helsinki ScubaTravel due to the recommendation of an acquaint-
ance, which is positive word of mouth, and 33.5 percent for their website and Internet mar-
keting. Travel fair, perceived quality, location and flexible timetables were the next most 
reported reasons for choosing Helsinki ScubaTravel. A new and interesting hobby, interest in 
nature and water as an element were the most reported motives for beginning diving. 
 
In conclusion, a customer that walks in through Helsinki ScubaTravel’s door, with intentions 
to attend a diving course, is most often 21-40 years old male with an average salary who lives 
in the Helsinki Metropolitan area. He will attend OWD and possibly finish the course some-
where warm and not return to Helsinki ScubaTravel for another diving course. 
 
The hypothesis close to truth in terms of the first course customers attended, gender, place 
of residence and income. OWD was hypothesized to be 75 percent of customers’ first course 
and the real figure was 72.1 percent with OWD and OWD referral together. The customers 
comprised of 1092 males, which is 61.3 percent and the hypothesis was 60 percent. 89.4 per-
cent of customers were from the Helsinki metropolitan area, 90 percent being the prediction 
and 40.1 percent had medium income, with a prediction of 50 percent. It was hypothesized, 
that the age group 21-30 would comprise 50 percent of the customers, but in reality there 
were two dominant age groups instead of one. The largest group was the 21-30 years of age 
with 34.5 percent and the second largest was 31-40 with 32.6 percent. The hypothesis of re-
turning customers totaling 40 percent was far from truth as only 17.5 percent of customers 
attended more than one course. The data for how people found out about the course and why 
they began diving can not be held reliable. 
 
5.3 Marketing and branding improvements 
 
Helsinki ScubaTravel is not known for advertising in the media. Advertising is the most visible 
type of marketing and usually the first point of contact between a service provider and a po-
tential customer. The role of advertising is to build awareness and remind customers of the 
company’s existence, inform of new products, services and offers and to persuade potential 
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customers to spend money. Advertising has many forms; it can be done on television, in radio 
shows, magazines, newspapers, movie theatres, posters, billboards and bus stops. The 
amount of advertising has become a problem and is turning on itself. Advertisements are eve-
rywhere and running into them cannot be avoided. This is why people are, most of the time, 
not paying attention to advertisements anymore and getting ones advertisement to be no-
ticed has become challenging. (Lovelock & Wirtz 2007, 169-170) This may be one of the rea-
sons why advertising has not been resorted to at Helsinki ScubaTravel. However, people that 
have never thought of diving and the ones that have dived but not in Finland need to be ad-
vertised to, in order to make customers of them. 
 
More effort should be put on internal marketing and personal selling. Even though PADI pro-
fessionals are trained salespeople, the fact that most customers do not return after the first 
course leads to the conclusion, that the following courses and diving in Finland are not pro-
moted well enough. As the results showed, OWD and OWD referral customers often attended 
no more than one course and AOWD customers were potential returning customers. Thus, 
making OWD and OWD referral customers returning ones, would be like hitting a jackpot. As 
AOWD is continuum to OWD, it is natural to sell AOWD to OWD customers. AOWD should be 
sold to the OWD customers before the OWD course ends or immediately after it, and not give 
them time to reconsider it at home. This could be executed, for example, by giving the cus-
tomers the AOWD study materials at the end of the last OWD session or in the form of a dis-
count if the customer enrolls on AOWD directly after OWD. 
 
The location where a product is sold has an effect on the price. Tangible products are nowa-
days often produced in countries with low production costs and then sold where the profit is 
the highest. Intangible products, on the other hand, cannot be produced in one place and 
then shipped to another place to be sold with a high profit. This is what makes a good loca-
tion extremely valuable for a service provider. A business set up in a central location with 
nearby public transportation and busy surroundings is much more likely to attract masses of 
paying customers than one at the edge of the city. Even though rents and other expenses are 
higher in the city centre, a good location is a huge advantage as people often value short dis-
tances. (Palmer 2005, 354-355) Location is one of Helsinki ScubaTravels advantages compared 
to many of its competitors. Conducting marketing research in order to find out how customers 
come across Helsinki ScubaTravel is essential for improving Helsinki ScubaTravel’s marketing 
plan. Customer satisfaction and improvement suggestions from the customers could be ac-
quired in the same research. Marketing and services should be improved according to the re-
sults of the marketing research. As Helsinki ScubaTravel has high quality of service and exper-
tise and it is centrally located near the sea, these qualities should be emphasized in market-
ing and it should be backed up with results from a marketing research. The demand for diving 
trips around Helsinki could be inquired, as the location for such activities is ideal. 
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The price of a product needs to be monitored throughout its entire life span and changed ac-
cordingly. In service context price discrimination by time at its simplest means, that when the 
demand for a service is at its highest, so is the price. Almost all holiday locations have their 
high- and low seasons, which naturally affect prices so that services that are pricey during 
high season are more affordable during low season. Prices are set low during low season in 
order to attract enough customers to keep the business running and also to attract new cus-
tomers when the demand is low. (Palmer 2005, 355-356) Lowering course prices at Helsinki 
ScubaTravel during the low season may attract more customers in winter time. 
 
As mentioned earlier, no student record file is filled for customers who attend scuba review 
or introduction dive at Helsinki ScubaTravel. Should there be a file for customers that have 
done an introduction, the effectiveness of introduction dives for marketing could be seen di-
rectly from the files. 
 
 
5.4 Further research 
 
As mentioned, advertising in traditional media may not be the solution to improve poor mar-
keting. However, it is important to know how people find information about diving courses 
and Helsinki ScubaTravel. Conducting a research that reveals such information is fairly effort-
less. The right question is already in the student record file, so all that needs to be done is to 
ask customers to fill in their answer for the question and when there is enough answers, ana-
lyze the information. To find out whether advertising in traditional media is worth the money 
and effort, a newspaper advertisement should be published, in a popular free newspaper like 
Metro for example, before the research. 
 
The small number of returning customers presents the need to research the diving habits of 
the customers that did not return to Helsinki ScubaTravel. The research should focus on 
whether these customers have continued diving or not and where if they have, as well as why 
they did not return Helsinki ScubaTravel. What ever the reason behind not returning to Hel-
sinki ScubaTravel is, it should be taken into account in marketing in order to create long term 
customerships. 
 
This research did not tell which courses returning customers attended. However, all attended 
courses are documented in the student record file, which presents the opportunity to re-
search which courses are most popular amongst the returning customers, as well as which 
courses are attended by what type of customers. Since the data already exists, conducting 
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this research is simple and the results may provide aid in targeting marketing to the right cus-
tomers, which means selling the right courses to the right people. 
 
As mentioned earlier on in this thesis, the research comprised of the customers that attended 
a course or courses and the rest were excluded. Conducting a research that includes all cus-
tomers would give a comprehensive picture of the clientele of Helsinki ScubaTravel. Natural-
ly, knowing exactly who the customers are would be of great advantage, and it would allow 
precisely targeted marketing. 
 
The motives that lead to people choosing diving as a hobby and the motives that push others 
away from the extreme sport should be researched, in order to improve marketing. As a dive 
professional, the author has noticed that divers and non-divers alike, all have an opinion on 
what diving is like and why it is or is not a good hobby. Whether the motive is price, danger, 
nature or something else, it can be emphasized and taken advantage of in marketing. To give 
a few examples of how this may be executed: The diving license is much cheaper than the 
driving license and diving is safer than skydiving and running a marathon. (About.com, 2014) 
 
6 Evaluation of the thesis process 
 
The work on this thesis started two years ago, back in spring 2012. Originally, this piece of 
work was supposed to be finished a few months after the planning started, but due to several 
things, work mainly, it stretched from a few months to a couple years. In addition, during this 
process, at the latest, it was comprehended that the author requires pressure from the out-
side to meet schedules. Should there have been set schedules, this thesis would have been 
finished “on time”. With the theory part being fairly broad and for the large quantity of ma-
terial in the research, the hours used in working on this thesis easily match and exceed the 
requirements. 
 
The topic of this thesis changed twice during the process, after most of the theory part had 
been written. Thus, making the theory match the research presented a slight problem. How-
ever, in the end, the main purpose of the customer profile is to guide marketing, which ties 
the research perfectly to the theory. Some parts of the theory may be slightly remote from 
the research and the results of it, but omitting relevant aspects of marketing from this thesis 
did not feel logical, since after all, it all relates to marketing in the diving industry. 
 
As time was running short, the research was planned in haste. There are a few points, which 
were noticed during the process that perhaps should have been done differently. First, the 
more student record files were processed, the more apparent it became, that the three cities 
Helsinki, Espoo and Vantaa should have been considered as separate areas instead of one. 
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Most customers who were from the Helsinki metropolitan area were from Helsinki, second 
most from Espoo and only a handful from Vantaa, which indicates that divers from Vantaa use 
another dive center’s services. Knowing how many customers actually were from Espoo and 
Vantaa and how they found and why they chose Helsinki ScubaTravel is essential for market-
ing. 
 
The incomes of customers were intended to reveal the wealth of customers and how income 
affects starting a rather pricey hobby. However, it was not taken into account that not all 
customers pay for the courses them selves. Some customers had received the course as a gift, 
others won the course in a raffle at the Travel fair, but these total only a handful. The young 
customers still living with their parents, however, are the ones that distort the results. Al-
most 12 per cent of the customers were 20 years of age or under, and it can be concluded 
that most of them probably still live with their parents and may not pay for the course them-
selves. Thus, the income of these customers can not be held reliable or taken into account.
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figure 1 – age groups 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2 – Place of residents 
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Figure 3 - gender 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4 - salary 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
13.1%
40.1%
7.4%
39.3%
0.0%
20.0 %
40.0 %
60.0 %
80.0 %
100. 0%
0-2000 2001 -400 0 4001 - n/a
61.3%
38.4%
0.2%
0.0%
20.0%
40.0%
60.0%
80.0%
100.0%
m n n/a
 55 
Figure 5 – first course 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6 – returning customers 
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Figure 7 – returning customers from different age groups in orange 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 8 – male and female returning customers in orange 
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Figure 9 – returning customers’ first course in orange 
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 Attachment 1 
Appendix 1 Research data sheet 
 
 
 
 
Age Place of 
residence 
Income Gender 1st course Returning 
customers 
Why/where 
from HST/the 
course? 
Why diving? 
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
        
